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\\ 0-B invites you, in the light of current events, to 
recall the ancient legend: 


“An Arab fisherman found on the shore a 
brass bottle. Upon his breaking the seal a 
cloud gushed forth, taking the shape of a 
monstrous genie...which failed not to in- 
crease in size until it towered between earth 
and sky. And it threatened the fisherman...” 


No one of us knows the limits of American productive 
power. Already it threatens the men of the Axis who 
unleashed it against themselves. It will grow and 
grow, until its present work is done. 


And at the end, we can expect that once more metals | 
will be available in ample quantity to supply the 
wares for which Ostby & Barton Company is known. 


Until the war is won, O-B is pledged to aid with 
every resource. Inthe meantime, insofar as possi- 
ble, we shall endeavor to supply you with up-to- 
the-minute, handsomely designed O-8 Ring4. 
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KON-ITE WATCH STRAPS 


Color Note: Kon-ite recreates the warm hues of the 
palettes of the Old Masters. Eight standard colors 
and an endless variety of harmonizing combinations. 


A. SAUER & COMPANY 


Manufacturing Jewelers 
439 RACE STREET : CINCINNATI, OHIO 


© 1942 A.S.&Co. 
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Mance revives an old-fashioned” 
this Locket Watch which is very new in style and - 
onl : 
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* Because so many of our craftsmen 
and so much of our precision machin- 
ery are now working on armaments 
orders, regular K&O products. 
may nof*be as readily available 
as heretofore . . . Your indulgence 
and patience during this emergency 
périod is deeply appreciated. 
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change-over to War manufacturing! 


WE AT International Silver are playing a part in America’s 
production victory. Eighty per cent of our capacity — in 
machines, men, brains, and craftsmanship— is now devoted 


to war-vital materials. 


ties syegi 


Daternational Sitver Company 


MERIDEN, CONNECTICUT 
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The most striking collection of American Beauty 


ey 


\.. Diamond Rings we have ever created is now 
being shown by our representatives. Each is o 
’ glowing example of modern ring craftsmanship 
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lyin American 


N 
X is devoting Plant, Engineers, Craftsmen and Production 


Facilities for the manufacture of vital war materials... 


Nevertheless ELGIN AMERICAN 
within the limits established by 
Government Regulations, will con- 
tinue to produce Compacts, Cigar- 
ette Cases, Boudoir Sets of the high 


quality, style and finish characteristic 


ACTUAL SIZE 


of ELGIN AMERICAN products. 


See our display at the A.N.R.J.A. Convention: 


WALDORF-ASTORIA HOTEL 
Booths No. 28-29 
Week of August 24, 1942 





a wm «6 
ELGIN, ILLINOIS 


New York Chicago 
358 Fifth Avenue 55 E. Washington St. 


"'The Leaders in Quality and Workmanship Since 1888"' 
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NEVER DULLS 


“And as ‘Se beauty of design . ! 
history ... for you. . . and your customers. Fetus Rhodi-gem for 
turn-over ... for greater profits. : 


-RHODI-GEM MOUNTINGS AND WEDDING pom (© BIRTHSTONE RINGS © EMBLEM RINGS © INITIAL RINGS 


GOODMAN AND COMPANY 


42 WEST WASHINGTON ST.. INDIANAPOLIS, INDIANA 
ee ee Oo F OU ACG I Tt Y¥ i ee, Se ie Maas: a g SiN Cs ee 


THE JEWELERS’ CIRCULAR-KEYSTONE 













E‘'RE WORKING ON A 


new LINE OF BRACELETS. . 


For some time we have been helping Uncle Sam forge the shackles that will 
manacle barbarism forever ... We have pledged our craftsmen, machines and 
resources to the production of equipment for the nation’s armed forces . . . There- 
fore, it will be possible for us to make the usual ®&) products only when it does 


not delay our efforts for the government. 


We ask our friends in the industry to bear with us until the time when we can 


make the regular &) line of bracelets — for the wrists of free men. 


BRUNER-RITTER, Inc. 


FACTORY: BRIDGEPORT, CONN. e N.Y. SALES OFFICES: 630 FIFTH AVENUE 


BANDS — KEEP COMPANY WITH THE WORLD'S FINEST WATCHES 
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FOR UNCLE SAM ~% 


...and You 


N increasing portion of the Hamilton 
Watch Company’s facilities are 
being drafted for Uncle Sam. For two 
years the Government has been send- 
ing our company contracts for many 
kinds of highly specialized timing 
instruments needed to implement the 
country’s engines of war. 

No need to remind you that busi- 
ness is not as usual under these war 
conditions. We can think of no circum- 
stance, other than the titanic struggle 
in which we, as a whole people, are 
now involved, that would justify our 
doing the things we are being required 
to do to our friends in the trade and 
to ourselves. 

It is not unexpected, however, that 
our Government turned to the ‘know 
how” of the makers of America’s fine 


watch when it needed precision timing 
instruments. And so, our plant is work- 
ing night and day on a growing volume 
of war work. We are paying the price 
that all of this conversion involves as 
our contribution toward Victory. 

But we still believe that civilian 
America does need watches for its 
myriad activities backing up the war 
effort. Accordingly we will continue to 
emphasize to government officials the 
importance of such watches for the 
home front. We are pleased to report 
to you that official permission has been 
granted us to manufacture certain 
quantities of commercial watches. 
Thus through our wholesalers you will 
continue to be in a position to meet 
reasonable civilian needs for Hamilton 
Watches vital to transportation, in- 


dustry, science and other essential 
activities. 

The Hamilton Watch Company is 
working for you and Uncle Sam now. 
Bear with us then whenever the wat 
intrudes on our normal relations with 
you. Most assuredly we don’t like it 
either. But with your continued fore- 
bearance and friendly understanding 
we look forward with confidence to- 
ward a brighter day after the war is 
won. Hamilton Watch Company, 
Lancaster, Pennsylvania. 


AMERICA’S FINE WATCH 


WORKING TOGETHER WE CAN—YES, WE MUST—WIN THIS WAR 
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BUY WAR SAVINGS BONDS 
UNTIL VICTORY IS OURS 


“We will 
See you 
at the , 
Jewelers’ Show” © 
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ost famous calf in story 
Was Ferdinand when young, 
But here you see a nameless one 


With glory yet unsung. 


He’s such a modest fellow, 
The hero of this song, 


Just hides his face and feeds his hide 


To make it sleek and strong. 


He’s out to win his laurels! 
Before the years elapse 
B’Qolets Ui abelemnotl-mectbapbestesteyurclevsccel 


In Kreisler leather straps. 











A MAN’S WORD 


A Monthly Comment by Jacques Kreisler 


Arthur Singer, who painted 


this animal illustration, 


is now in the Army. 

In the allotted two weeks 
before reporting for service, 
he chose to paint 

the pictures in this series. 

I was told that 

his young wife sat by, 
wistfully watching 

her husband painting away 

the precious days and minutes. 
There were parties to attend, 
shows to see, 

the mountains, the beaches... 
But, instead, he chose to paint. 
And when he had finished 

he explained his choice to me 
in these simple words. 

"The pictures, Mr. Kreisler, 
will be a printed record 

of my special type of work,” 
he said. "When I come back 

to civilian life, 

I'll be just that much ahead." 
In these words was voiced 

4 soldier's faith 

in the survival of Democracy 
-+.-in the future of America. 
We can profit by these words -- 
particularly 

the jewelers among us 

who talk of "the uncertainty 
of conditions" -=- who hold back, 


waiting unproductively 





The eee ; ' ; for more favorable times. 
s one of twelve genuine leathers in Kreisler’s comprehensive line 
. America moves forward 
d-crafted watch straps. Like Kreisler wateh bands, and ladies’ 
with the men who march ahead. 


fisher 


en’s accessory jewelry, these straps are jeweler’s-quality, sold 


h jewelers only, and allow you that extra margin of profit. 


\CQUES KREISLER MFG. CORP. Jag 


HOME .OFFIC!I NORTH BERGENJW. a 


New York Showroon 630 bkifth Avemus 
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Reprint of full-page E 


advertisement in the 


Dec. Ist, Vogue 
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Is it not significant that there are 
collar buttons of Krementz Quality 
rolled gold plate that have been 
worn for as long as thirty-five years? 


HE GOOD NAME of a business is built 
on the solid foundation of quality merchandise. 
And a good name, like character, takes time in 

: growing to full stature. For three generations 


discriminating buyers have bought Krementz 


~ Why not capitalize on this good will? You 
can sell Krementz Quality with confidence and 
your customers in turn will wear this fine jewelry 


- with pride and satisfaction. 


Write for the Krementz booklet, ‘‘The Story of 
Gold.” It gives you many interesting facts and 
a few pointers to increase your gold sales. 


FINE QUALITY JEWELRY 


EVENING JEWELRY... COLLAR HOLDERS... POCKET KNIVES...CUFF LINKS 
TIE HOLDERS...BELT BUCKLES... KEY CHAINS 
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Riis to all buyers or users 
of office or portable typewriters: 


Mar lime Message lo: 


¥ Susan Wood of Mansfield, Ohio 





w JamesV. Hammond, Purchasing Agent, Chicago, Ill. 





x Corporal John Watts, Governors Island, New York 


% Dear Susan: 


Probably you know it already . . . we 
can’t sell you that smart new Corona 
you wanted. Uncle Sam has ordered 
us to make fewer Coronas, to sell those 
we do make only to Army and Navy, 
and to turn the rest of our factory, 
men, and machines over to making 
things our fighting men need. We’re 
sorry, Susan... and likewise we’re 
proud and glad. 

But Susan. ..don’t give up your good 
idea! Borrow or rent a typewriter, and 
learn to type—now. Today, and for 
years ahead, this country needs lots of 
good typists. Your plan was smart. It 
still is smart... stick to it. We still say, 
‘*Many a career starts on a Corona!’’ 





v¥% Dear 
Mr. Hammond: 


Nobody dreamed of a rubber shortage 
three years ago, when you ‘“‘standard- 
ized’’ your office on L C Smith type- 
writers. But when we tell you today 
that you can regrind your L C Smith 
rubber platens, and make them last six, 
eight, maybe ten years, youcan certainly 
credit yourself with smart buying. It’s 
a feature most typewriters do not have. 


You probably know that we’ re keep- 
ing our service and repair departments 
going full blast at every branch office. 
We know how much you need type- 
writers, and although we can’t sell you 
new ones, we can certainly keep your 
present machines going. Proof? Well 
—LC Smith Model 1, Serial 1, made 
in 1905, is in good operating shape 
right now! Why not have us work 
out a service program for you at min- 
imum cost? 


Smith - 


OFFICE 


% Dear Corporal: 


You’ re one typewriter user we can talk 
“‘turkey’’ to, because (within certain 
limits) we can still make and sell new 
L C Smiths and new Coronas to the 
Army and the Navy. 

You already know something about 
the speed of both machines, and you 
know their record for standing up under 
hard use. Both were re-designed before 
war hit us—so you can be sure they’re 
equipped with all worthwhile operat- 
ing features. 

Here’s the point: you might be asked 
to express your preference (and again 
you might not!). If you get a chance, 
ask for an LC Smith or a Corona, as 
the case may be. You can take our 
word for it—for sound design, honest 
workmanship, and long-lived useful- 
ness, they are both outstanding. De- 
scriptive booklets free on request. 


Cor ONd 


PORTABLE 


Lypewriters 


L C Smith & Corona Typewriters Inc 


Syracuse New York 
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DIAMOND RINGS 
of Masterpiece Quality 





There are many sound reasons for the 
remarkable rise of Lovelight Dia- 
mond Rings in the popular priced 
field . . . Outstanding beauty, dis- 
tinguished quality, flawless workman- 
ship, on-sight value and wide variety 
of designs in both solitaires and sets. 
Check into the big profit possibilities 
of the new Lovelight Line for Fall. 


A, EDWARD FISHER & CO,, INC. 


mharte) Of gJ1amoNdS , ~ Ox 36 


ice tn the lrad 


580 FIFTH AVENUE, NEW YORK 


FOR AuGustT, 1942 














ee 








MAKERS OF 








8 


216 EAST 45th STR 

















We will pay 


CA 


SH 


for jewelers’ tdeas! 


A FORWARD STEP TO BENEFIT YOU AND 
EVERY OTHER JEWELER IN AMERICA 


This advertisement announces the formation of the J-B 
Jewelers’ Sales Clinic, sponsored by Jacoby-Bender, for 
the mutual benefit of all retail jewelers. 


The J-B Jewelers’ Sales Clinic will neither buy nor sell 
merchandise. Its sole stock in trade will be sales ideas. 
For every idea we buy, we will pay $5 in War Stamps. 

Ideas will be judged on practicality, merit, originality. 
Ideas selected will be published in a periodic bulletin, 
mailed free to jewelers throughout the United States. 


WHO IS ELIGIBLE? 


Any retail jeweler, or anyone employed by a retail jeweler, 
may submit ideas. It is not necessary that you be a dealer 
in J-B merchandise. 

We emphasize this particularly. If the Clinic is to prove 
of maximum benefit, it must draw upon the merchandising 
shrewdness of all who sell behind jewelers’ counters. 


WHY THE CLINIC? 


As manufacturers, we have repeatedly urged upon jewel- 
ers an awakened selling aggressiveness. 

This is no time for pulling punches. If the retail jeweler 
is to come through the war head up, he must sharpen his 
selling tools—and use them. 

The J-B Jewelers’ Sales Clinic—and its bulletin—are 
intended to help you do that. 


FOR WHOSE BENEFIT? 


The Clinic is an attempt to be helpful to the jewelry trade 
at this time. In the long run, all manufacturers, all whole- 
salers, and all retail jewelers will benefit from the Clinic's 
operation, for the ideas which are developed will be 
shared by all. 


JACOBY- BENDER, 


INC, 


—, 





Chicago: 29 East Madison Street 


WHAT SORT OF IDEAS? 


We don't want patent or manufacturing ideas. No preju- 
dice against them, mind you. But for the J-B Jewelers’ 
Sales Clinic, we want sales ideas. 


For instance: a proud grandfather demands a silver 
mug for a three-day old grandson. Would you, at the 
same time, suggest a silver bracelet for the mother of the 
baby? A jeweler in Peoria does just that—and makes the 
sale $12 instead of $5. 


In New Orleans, a jeweler ties up with a dozen photog- 
raphers, displays wedding pictures of brides. Friends see 
the pictures in the window; more often than not, select a 
gift right then and there. 


A jeweler in Grand Rapids lends accessories to a lead- 
ing dress shop, receives credit in displays. He traces direct 
sales to these small, inexpensive, loan exhibitions. 


NOW LET’S HAVE YOUR IDEAS 
You see the sort of ideas we want. Send yours in now. 














RULES 


For every idea published in the J-B Jewelers’ Sales 
Clinic Bulletin winners will receive $5 in War Stamps. 
In the event of ties, the full amount of the award will 
be paid each tying contestant. 


Mail all entries to Jacoby-Bender, Inc., 161 Sixth Ave- 
nue. Entries must be postmarked not later than Sep- 
tember 30, 1942. 


All ideas submitted become the property of Jacoby- 
Bender, Inc. The Judges will be: 

George Engelhard, Publisher, National Jeweler. 

P. M. Fahrendorf, President, Jewelers' Circular-Key- 

stone. 

A. W. Lewin, President, A. W. Lewin Co., Inc. 

G. A. Nichols, Editor, The Printers' Ink Publications. 
and by entering you qgree to accept their decisions 
as final. 




















New York: 161 Sixth Avenue 





o 


Los Angeles: 220 West 5th Street 


WATCH BANDS 


Distributed through Jewelry Wholesalers 
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Swank has converted for war work as mu@h of its facilities as are needed for that 
purpose. The rest are devoted to the manufacture of men’s jewelry x x % The 
Fall Swank lines of sterling and gold filled jewelry are again replete with designs 
that create a desire for ownership and a pride in possession * + %* These qual- 
ities are now more salable than ever because of the era of increased purchas- 
ing power. Swank, strongly promoting sterling and gold filled jewelry, through 
national advertising in color, yields a new record of profit to you * * * 
With government needs our first consideration, we are glad to thus be able to 


continuously support the dealers who helped us make men jewelry conscious. 


SWANK, INC., ATTLEBORO, MASS.* NEW YORK OFFICE: 377 FIFTH AVENUE 


SWHIA 





Illustrated are typical sterling 
and gold filled jewelry to be 
nationally advertised. Swank 
prices have not advanced 
over those in effect last Fall. 
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WILMA 
CORITA 


ig{JRE time to stock these popular, inimitably-styled 


wel CROTON watches for’ fall and pre-holiday selling. 


CROTON 


SINCE 1878 





FOR ALL TIME ¥% 






ROSETTA 


WILMA—17 jewels, pink 14 kt. 
solid gold case set with four genu- 
ine rubies, gold-filled cord 
attachment . . Retail $82.50 
CORITA —17 jewels, pink 14 kt. 
solid gold case, gold-filled cord 
attachment Retail $49.50 
VIOLA = 17 
gold case set with six diamonds 


jewels, 14 kt. solid 


and two genuine Topaz. 14 kt. 
solid gold bracelet. Retail. $375 


ROSETTA —17 jewels, pink 14 kt. 
solid gold case with gold-filled 
cord attachment. Retail $52.50 


INEZ — 17 jewels, pink 14 kt. solid 
gold ladies’ sport watch, leather 
strap . . . . Retail $52.50 


CROTON WATCH COMPANY - 48 WEST 48th STREET > NEW YORK CITY 
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FOR IMMEDIATE DELIVERY 
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You will like the motif of the red, 
white and blue presentation box 
... Striking, yet tasteful. Exclusive 
with ‘Miss Victory"’, of course. 


All watches in the ‘Miss Victory"’ Series are 17 jewel, 14K gold. 
Retail from $37.50 to $50.00. 


ARVEL Che ofbmerica 


HARVEL WATCH COMPANY © ROCKEFELLER CENTER, NEW YORK 
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OF THE 1942 


MISS AMERICA 
BEAUTY PAGEANT 


TO BE HELD AT ATLANTIC CITY 
if Each one of the State Finalists \ 
J awarded a “Miss Victory” by Harvel ( 
TO MARK THE EVENT, HARVEL designed many new and 
beautiful watch creations for The ‘‘Miss Victory’’ Series. These 
models are distinguished for their grace and charm, yet each 


watch measures up to the highest standards of Harvel watch- 
craftsmanship. 


HARVEL—ONE OF AMERICA’S FINE WATCHES —will 
add an extra chapter to the happiness of these all-American 
girls, assembled at Atlantic City from every quarter of the coun- 
try. Yes, and there are thousands of other discriminating young 
American women who will eagerly seek to own one of the beauti- 
ful, new “‘Miss Victory’’ watches. 


NOTE—There’s an extensive program of Harvel adver- 
tising—national magazines, mats for local advertising, window 
displays, etc., built around ‘Miss Victory.”’ If you're a Harvel 
dealer, please be sure to tie-up. Write for facts today. 


The men and women of America will get an eyeful of 


"Miss Victory" and all state finalists of the pageant in a full page 
Harvel ad in LIFE, issue of September 28 out on September 25. 


wy 


CHE 





HARVEL WATCH COMPANY ® ROCKEFELLER CENTER, 
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Ol li lhunks 


A gracious reception is always pleasing and we 
acknowledge with thanks your ready acceptance 
of the Rolex line of fine watches. The number of 
inquiries from our earlier announcements was 
gratifying indeed, for it is apparent that the accep- 
tanee and triumph of Rolex in other parts of the 
world is to be repeated in America. Now, when 
most ind:..<ual purehasers are enjoying increased 
income, it seems to us a timely suggestion to watch 
merchants to “trade up” with Rolex to their clien- 
teles’ satisfaction and their own inereased profits. 
Our watehes are priced at retail from $70 to 
$500, and we must admit to a ready acceptance by 
discriminating jewelers and their eclienteles for 
Rolex ... the masterpiece of watch craftsmanship. 


You are cordially invited to our Booth Number 50 at the National Retail 
Jewelers Convention, Hotel Waldorf-Astoria, week of August 24. 


ROLEX 


The Maslerfirece of Wateh Era Lionanshefr 


NEW SALON ° 580 FIFTH AVENUE ° NEW YORK 
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wits only pearls sold by— 























and nationally advertised for— 





jewelers exclusively! 





DELTAH ADVERTISING 


, REACHES OVER Someone once said: once a Deltah jeweler, always a 
25 nt READERS Deltah jeweler. If that strikes you as surprising, then 
ce bear in mind that Deltah is the one pearl line a jeweler 
* can call his exclusive own, This has been so for 20 years, 
VOGUE 2 and will continue to be. That’s the way we planned it, 
oe ae and the loyalty of Deltah jewelers has been ample 
* reward. Deltah will never let you down —-in quality 
& - eaagghd and value as well as exclusiveness. What’s more, our 
HOLLYWOOD national advertising rolls on, forging more and more 

* profitable Deltah sales for alert jewelers. 

TRUE CONFESSIONS 
* CONSULT YOUR WHOLESALER 


ROMANTIC STORIES 


~DMeltah Pearls 


Created by L. Heller and Son, Inc., Fifth Avenue, New York 


* 





50 Years of Service to America’s Jewelers 





School children in several states are already being supplied w 






identification tags for the duration. Hence Neet sccres with these 







feather-light plastic identification tag neck chains. And jewelers 


everywhere are already selling them, profitably, by the thousands! 


“Also for Men 
in Service! 





Made of vinylite, coroseal and other popular plastics, they are 
smooth, flexible, practical, self-selling. Designs for men in service, 
too, to carry both regulation tags. Here is a new source of business 


you can't afford to overlook. 


CONSULT YOUR WHOLESALER 


ARISTOCRAT OF 
WATCH STRAPS Each Neet identification tag neck 


AND NECK CHAINS 


chain is individually mounted on 





a colorful display card. 


LASKO STRAP COMPANY + 26 Exchange Place - Jersey City, N. J. 
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HERE'S Loe POTECTION FOR YOU! F 


E = N A advertisements will reach 


Woe..." 


homes each month 





Look under the hood...and you will insist on 


The Watch of PROTECTED Accuracy... Famous since 1856 6 y | 0 9 1 y rf 2 4 


PROTECTED —— : messages this fall 


against SHOCK 


PROTECTED / i 
against DUST y 'y and winter. 


PROTECTED 
against MAGNETISM 


17 JEWELS Ss ie | sy | M E 
*Special protective shield 


Man’s watch, Style 441, in solid fee - 
P built int ETERNA ‘ ie 
gold or 14K gold filled, domed caanaean eiiieake is read by 870,223 families. ETERNA 


crystal. Over 100 other styles he delicate “escapement” Watches will be advertised in Time dur- 
——ee swatches. against shock (abnormal ing September, October, November, and 
eee abuse excepted). December. 


Sold and Serviced by 


; oe 
LEADING JEWELERS fi», 
THROUGHOUT THE WORLD oie > 


is read by 578,542 families. ETERNA 
Watches will be advertised in Esquire 
during September, October, November, 
and December. 


THE NEW YORKER 


is read by 171,665 families. ETERNA 


, ‘ Watches will be advertised in The New 
CA tractive, eye-catching, powerful advertise- y,,,¢, duten Quicker, Moventec, a 


ments featuring ETERNA's famous EXTRA PROTEC- December. 


TION. Take advantage of this helpful advertising cam- Fortune 


paign directed at your customers... by displaying, is read by 162,973 families. ETERNA 


featuring, and selling ETERNA—the Watch of PRO- Watches will be advertised in Fortune 
during September, October, November, 


TECTED Accuracy. and December. 


ETERNA WATCH CO. OF AMERICA, INC, S80°FIFTH AVENUE, NEW YORK CITY 











ETERNA WATCH COMPANY OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK, N. Y. 
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To do our part in speeding Victory for the forces of Freedom and 
Democracy . . . this above all is our aim and purpose today. 


For America’s war industry, we are producing delicately-balanced 
parts requiring the highest degree of precision workmanship. 


To the utmost of our remaining capacity, we are continuing to supply 
|. D. American-Made Waterproof Watch Cases to jewelry manufac- 
turers, importers, wholesalers and dealers. 


In fulfilling this double duty, we pledge no compromise with the 
needs of our country — no sacrifice of the quality of our product. 


I. D. WATCH CASE CO., INC. 


Factory and Offices: 121 Varick St., New York City 


“What We Are Fighting For” is the title of a Manufacturers of FIRST American Thin Waterproof 
Watch Cases . . . FIRST American Ladies’ Waterproof 
Watch Cases . . . FIRST American Square Men‘’s Water- 
proof Watch Cases . .. FIRST Complete Line of 
BUY WAR BONDS AND STAMPS American-Made Waterproof Watch Cases. 


beautiful and inspiring patriotic booklet, which we 


will be glad to send you FREE upon request. 








WYLER WATCH AGENCY 


Y. 


630 


FIFTH AVENUE * 
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EXTRA 


THIN 








No. 8001/15—15 or 17 jewels, 
with 


waterproof luminous dial. 


Steel case. 





No 1300—Rectanguiar, 15 jewels, 
waterproof with Juminous dial. 
Curved steel case. 





No. 8017/2S—Extra thin, 17 


jewels, waterproof, shock-resistant 
with luminous dial and sweep sec- 
ond. Steel case. 


Wyler WATERPROOF WATCHES 


The increasing popularity of the Waterproof Watch 
vindicates the judgment of WYLER watchmakers who 
pioneered in its development. Patented WYLER fea- 
tures make the WYLER Waterproof case fool-proof 
(but not abuse-proof). The movement is sealed tight 
against water, moisture, perspiration, dust, dirt or 
grime—yet, the case may be opened easily without 
the use of special tools or keys. Direction sheets are 
available upon request. The unprecedented demand 
for WYLER Waterproof Watches makes it impossible 
to guarantee 100%, delivery—though we try to do our 
best. However, we can guarantee that our watches 
are 100° waterproof. 


NEW YORK, N. 


Every WYLER Watch— 
Waterproof, Shockproof, 
Automatic and Regular, in 
steel cases or gold—is fitted 
with a superior WYLER 
movement — your assurance 
of complete customer satis- 
faction. 
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Our first front is the War Front. Make no 

mistake about it. We are determined to de- 

vote every possible resource which our per- 

sonnel and equipment will permit to the 
national effort. This was our policy long before war was declared —when 
we were producing materials for our defense program. It still is our policy 
—and will continue to be so—until this war is won. 


At the same time we will provide all possible 
employment for those not needed or adapted 
for war work. Subject to government regula- 
tions, we will continue to produce Simmons 
quality Gold Filled jewelry in items best calcu- 
lated to satisfy the practical and gift needs of 
a people whose morale must be maintained 


throughout the war. 


ATTLEBORO«MASSACHUSETTS~U.S. A. 
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BULOVA FACTORIES ARE DOING DOUBLE DUTY 


MAKING WAR MATERIEL FOR UNCLE SAM AND BULOVA WATCHES FOR YOU! 


We pay tribute to Bulova —with craftsmanship, precision 
craftsmen! We are proud of and speed. 
the way they are turning out 


pin . We also want to thank 
munitions parts in large quan- 


Bulova jewelers for the splen- 


tities . . . the way they are . 
producing weno Pt men in did way they have been co- 
the armed forces and for civil- operating—for their patience, 
ian workers. They are going understanding and whole- 
“all out” to help win this war hearted support. 

tk ok * 


Are you buying your share of War Bonds and Stamps? 





BULOVA WATCH COMPANY 
630 FIFTH AVENUE + NEW YORK 
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AESTENMAN 


Watch wo wentirication Bracelets 


Each item in Kestenman's line offers 
those subtle refinements in design and : 
construction so essential to true smart- 
ness and durability. 
¢. 


Naturally, our war work comes first. 
All other available equipment is utilized 
to serve you to the best of our ability. 


KESTENMADE 


Means Better Made , 


KESTENMAN BROS. MFG. CO. 
150 CHESTNUT ST. PROVIDENCE, R. }. 


KESTENMADE © PEERLESS © SENTINEL 
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North Attleboro, 
Massachusetts 





Work and Sweat..... 
And the W{\LL'TO WIN!! 


E take off our hats to no one in 

our willingness to go along under 
che difficulties and restrictions this war 
has imposed and will impose for. the 
Victory that must come out of it. 


Nor are you second to anyone in that 
respect. 


We are working and sweating to de- 
vote such of our manufacturing facili- 
ties and skills as fit into the picture to 
further the war effort. 


But we are not forgetting you 
for there is a future, and you are our 
future. 


So we are working and sweating also 
to produce merchandise that you can 
sell at a profit... and we are working 
and sweating to produce and ship as 
much of that merchandise as we can... 
to distribute it as quickly, and as fairly, 
as we can. We ask you to take our 
word for this, and we feel sure you 
will, for we believe we can truthfully 
say that LeStage’s word has always 
been something you could depend 
upon. 


a A. 


And speaking of making our word 
good ... there’s another thing we are 
working and sweating to do, and that 
is to give you as much reliable infor- 
mation as we can, on present conditions 
and future possibilities. 


We are not using any crystal ball. We 
are not passing on opinions as facts. 
We are not claiming to give “Tips 
straight from the horse’s mouth,” for, 
frankly, we don’t even know in what 
stable to look for the horse at this 
point. 


But we are ready to share with you 
everything we know. We stress greatly, 
however, the importance of trying to 
give you only information that seems 
to be reliable. We would rather give 
you no information at all than to mis- 
lead you. We want our words to be 
good ... good in the sense of true even 
if they can’t always be good in the sense 
encouraging. 


Keep working, keep sweating, keep 
your will-to-win high and strong. We 
are striving to do that with you and 
for you. 







LeSTAGE MFG. COMPANY 
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THE NEW PERFECTED 


PALLADIUM PLATING BATH 


PALLITE IS PALLADIUM 


Many have asked us what is “Pallite’? Is it an alloy that plates out? 
‘Pallite” is the trade name for our palladium plating solution. 
Palladium metal only plates out from a “Pallite” plating bath. 
(Palladium is a white metal in the platinum family and, therefore, 


immune to tarnish. ) 


NO RESTRICTIONS ON PALLADIUM 


Others want to be assured that in using palladium, they would not 
be violating any Government conservation orders. Palladium is not on 
the priority list. In fact ‘“Pallite” palladium plating was developed 
with the view of conserving metals vital to the war effort. No licensing 
is needed or royalties to be paid. 


EASY TO PLATE 


Is it difficult to plate? Palladium plating as developed in our labora- 
tory and incorporated in our ‘‘Pallite” solution does not require any 
difficult technique nor does it require subsequent diffusion to make it 
achere to the basis metal. To plate palladium, just dilute our ‘‘Pallite” 
solution to contain 10 grams per gallon, with distilled water, preferably, 
and plate. Unlike older platinum and palladium baths all the palladium 
metal can be plated out with uniform and excellent results over a 
period of continuous or intermittent use. 


SOLUTION NOT CRITICAL 


Is it very critical as to current density, metal concentration, tem- 
perature, etc? Palladium can be plated from “Pallite” solution within 
a wide range of limits. In fact one of the most important character- 
istics of “Pallite” is the ease with which it plates. 


IS IT EXPENSIVE ? 

Remembering that palladium is about 2 the specific gravity of gold 
or platinum and that all the palladium can be plated out of the bath 
uniformly, the price of $1.50 per gram in small quantities makes 
“Pallite’” an inexpensive solution to use. Also the time factor of 
plating is about 1/30th that of chromium for example makes large 
capacity in equipment unnecessary. 

“Pallite” solution is priced on the assayed palladium metal content 


of the solution we sell you. 


WHAT ANODES USED 
Palladium anodes are recommended because it is 2 the specific 
gravity of platinum and it costs $25.00 per ounce as against $35.00 
for platinum. We can supply anodes in any shape you desire if we 


have the dimensions of your bath. 


PLATES ON ALMOST ALL METALS 


Does it plate on steel, zinc, etc? “‘Pallite” plates on anything that 
conducts the electric current, apparently. Being a mildly basic solu- 
tion, it does not attack metals like zinc, white metal, etc. 


FOR JEWELRY INDUSTRY 


“Pallite” palladium plating may be compared to the advent of 
Rhodium in the jewelry industry. Even more so in silver jewelry, such 
as watch cases, chains, novelties, etc. Palladium because of its low 
cost, brilliant white mellow color, non-tarnishing qualities, hardness of 


deposit is the ideal metal. 


DIRECTIONS—The directions for using “Pallite” are very simple: Dilute “Pallite” 
to desired concentration (10 grams per gal. with distilled water. No other chem. 
needed). Heat solution to 160°F. Apply a voltage from 2-4 volts and give enough 
current for mild gassing. 

The deposit is smooth, uniform, brilliantly white, and hard. For a flash, keep in 
bath 5 seconds; for good heavy coatings, 1 minute. For further information, our 
technical staff will be glad to advise you without cost or obligation, how “Pallite” 


can be of service to you. 
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PLATE with 
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THE BRILLIANT WHITE 
NON-TARNISHING 
PLATE 


PRECIMET LABORATORIES 
Research and Development Engineers 
In Precious Metals 
64 FULTON ST. NEW YORK 
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IN TUNE WITH THE TIMES 


en. & CO. INC. 
DIRECT TO A. B A L L 0 U PROVIDENCE, RHODE ISLAND 
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CHE YOUNG MEN'S CHRISTIAN ASSOCIATIONS 
THE NATIONAL CATHOLIC COMMUNITY SERVICE 


THE SALVATION ARMY 


Honorary Chairman 
Joun D. RockerFeLer, Jr. 


National Campaign Chairman 
Prescorr S. Busu 


National Vicc-Chairmen 
James A. Farcey 
Louis B. Maver 
Acpert G. MILBANK 
Mrs. Maurice T. Moore 


Advertising Committee 


Tuomas D’Arcy Bropuy 
Chairman 


Radio Committee 


NevILLe MILver 
Chairman 


Writers Committee 


JoHN FARRAR 
Chairman 


National Advisory Council 

Preston S. ARKWRIGHT 

Cuarces R. BLYTH 

Linpsay BraApForD 

Peart S, Buck 

Rospert CUTLER 

Joseru E. Davies 

Tuomas E, Dewey 

Miss Mercepes Discon 

Mrs. CLeveLtann E. Dovce 

Mrs. Crystat Biro Fauset 

MARSHALL FieLp 

Harvey S. Firestone, Jr. 

Dr. THomas S. GATES 

E. B. GERMANY 

Watter S. Girrorp 

WILLIAM GREEN 

Cuartes P. GuLick 

Joun W. Hanes 

Rospert M. Hanes 

Watrer W. Heap 

Mrs. BarrLtert B. Hearo 

Mrs. WaAttek E. Hever 

Herpert Hoover 

D. Luxe Hopkins 

Lynn J. Ikwin 

Ikvinc LemMAN 

Monte M. Lemann 

T. Waker Lewis 

FRANK J. LONERGAN 

Mrs. Dwicur W. Morrow 

Puitip Mukray 

RENO ODLIN 

Mrs. H. A. Pickert 

A. Puivip RANDOLPH 

Mrs. Vincent P. Roverts 

A. W. Rosextson 

Mrs. ‘ANNA M. Rusenserc 

Epwarp L. Ryekson 

J. F. ScHoettxopr, Jr. 

Mrs. F. Louis SLADE 

Atrrep E. SMITH 

Lynn U. StaAmBoucH 

Rosinson VERRILL 

Harry Warner 

WiLuiAM ALLEN WHITE 

(Committee in process of 
formation) 


THE YOUNG WOMEN’S CHRISTIAN ASSOCIATIONS 
THE JEWISH WELFARE BOARD 
THE NATIONAL TRAVELERS AID ASSOCIATION 


USO War Fund Campaign 


$32,000,000 for America’s Fighting 
Men, and the Forces Behind the Lines 


May 11 — July 4 


Empire State Buoc., New York 
PENNSYLVANIA 6-5400 


July 2, 1942 


Mr. David Goldstone 

Imperial Pearl Syndicate, Inc., 
607 Fifth Avenue 

New York, N. Y. 


Dear Mr. Goldstone: 


I want to express to you again our gratitude 
for your generous gesture in presenting to us 
the very beautiful pearl dress and, at the 
sametime, may 1 formally acknowledge to you 
our acceptance of and receipt of this gift. 


You may be sure that this will aid materially 
all of us who are trying to help where we cen 
in the war effort. 


Sincerely, 


ASV TRnok, 


Prescott S. Bush 
National Campaign Chairman 


UNITED SERVICE ORGANIZATIONS, INC. 


Chairman Board 


of Directors Vice-Chairman 
Watrem Hovinc Harve Siscey 


Vice-Presiden’s 


President fins. H. A. Incramam, Franap °. Marruzws, CAsirmen Executive Commitiec Warten J. Cummuncs, Treast 


Crestse I. Banxano Faanc L. Vette W. Srancea Roszatso~ Ranoatt J. LsBosur, Jn.. Sec’y 





Our complete line of cultured pearl necklaces and cultured pearl, gold, diamond, and 


ruby jewelry will be on display at the ANRJA Convention, booths 41-42, August 24-28, 
Waldorf-Astoria Hotel, New York. 


Our Stocks are limited. We urgently recommend you make your Christmas purchases 
immediately. The number of jewelers we can service is limited. 


IMPERIAL PEARL SYNDICATE 


5 NORTH WABASH AVE., 


CHICAGO 


607 FIFTH AVENUE, NEW YORK 210 POST STREET, 
SAN FRANCISCO 
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BENJAMIN S. KATZ, President, accepts the new Ten Percenter Flag from Guy D. Randolph, Chairman of the Pay Roll Allotment 
Committee of Hamilton County. Governor John W. Bricker of Ohio, behind the Flag, presided at the Time Hill Ceremonies. 


Greatest of ALL Gruen Firsts! 


Nation’s First Ten Percenter Flag to 
Gruen for 100% employee participation 
in War Bond Purchase Plan. in a cere- 


mony in which the Honorable John W. Bricker, Governor 
of Ohio, was the featured speaker, the first Ten Percenter 
Flag in the United States authorized by the Treasury Depart- 
ment was raised at Time Hill on July 6. 

This new emblem indicates that ten percent of the gross pay 
roll of the company is allotted to the purchase of War Bonds, 
with one hundred percent of the personnel participating. 

This record was achieved by completely volun- 
tary employee action — without any local, state, 
or national committee or any governmental 
agency making any solicitation at the plant. 

It is a record Gruen is proud of. 


THE GRUEN WATCH COMPANY, TIME HILL, CINCINNATI, OHIO 


COPYRIGHT 1942, THE GRUEN WATCH COMPANY 


* REGISTERED TRADE MARK 


Secretary Henry A. Morgenthau wires 
congratulations: “Congratulations to employees of The 


Gruen Watch Company for excellent record of over ten percent of 
gross pay roll for War Savings Bonds. Best wishes for every success 
in maintaining this outstanding record.” 


* * * 


Benjamin S. Katz, Pendle accepts 
for Gruen; “I know that I speak for 


every man and woman at Time Hill when I say 
we are going to bend every effort humanly 
possible in the production of vital instruments 
of war and the purchase of War Bonds to 
help our armed forces to bring this horrible 
war to a successful conclusion at the earliest 
possible date.” 
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SPEAKING OF 


NSCRUTABLE, indeed, are the 

ways of the postal service. A 
curious tale coming from Portland, 
Oregon, adds this one to the book: 

One Adeline Hoffman of Portland 
stopped in at the postoffice to in- 
quire after a package she was ex- 
pecting from a soldier friend. Upon 
opening the parcel given her, she 


GOSH! JOE 
MUST BE IN 






rubbed her eyes in amazement, for 
inside reposed diamonds valued at 
‘over $3,000: Suspecting that such 
gifts were a trifle beyond a mere pri- 
vate, even at the recently upped pay 
rate, she turned the package over to 
the authorities who more or less 
shared her views. 

Investigation disclosed that a Los 
Angeles wholesale jeweler had ad- 
dressed the package to one “A. Hoff- 
man,” a diamond dealer, at general 
delivery, Portland. Miss Hoffman 
had merely struck the jackpot. 


© © 
O World War IT has saddled you 


with a $5 “use tax” on your 
automobile? And you think a “use 
tax” is a pretty strange and unusual 
sort of revenue? 

Well, your = great-granddaddy 
wouldn’t agree with you. Because 
back in the 1860’s, there were in- 
ternal revenue taxes on the posses- 
sion and use of many common ar- 
ticles, including watches. 

As evidence of one “use tax” of 
Civil War days, we have in the office 
an Internal Revenue receipt in 
which Collector John Kimball, of 
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JEWELRY TRADE 


Hamp- 


the Second District, New 
shire, acknowledged from one John 
Abbott the receipt of “One dollar 
for Tax on Watch assessed on the 
annual list for 1868.” 

And we're indebted to the Refer- 
ence Department of the New York 
Public Library for the following 
background: 

Section 100 of the revenue Act of 
June 30, 1864, imposed taxes on the 
possession and use of buggies, melo- 
dions, watches and other articles of 
personal property. The tax schedule 
included this paragraph: “Watches, 
composed wholly or in part of gold 
or gilt, for use, valued at $100 or 
less, each $1.” If the watch was 
worth more than $100, the tax 
was $2. 

Two years later, the Revenue Act 
of July 13, 1866, repeated the tax 
on timepieces. So far as the library 
research man could discover, the tax 
was never repealed. 


© © 


WATCH and chain which may 

prove to have been worn by 
Abraham Lincoln were recently 
turned up in San Diego, Cal., when 
Japanese owners of the Ashi jewelry 
store sold out in preparation for 
evacuation. Purchased by E. J. 
Darter, a paperhanger who has been 
a collector of coins and _ historical 
objects for many years, the watch 
has the Civil War President’s name 
engraved on the back in bold script. 
According to Mr. Darter, the watch 
had been in the store for years, un- 
claimed by an unidentified owner 
who apparently had long since died. 
Other ancient objects, conceivably 
related to the “Lincoln” watch and 
purchased at the same time by Mr. 


co Newelers 
(ireular. 
hey stone 
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Darter, included a silver  hand- 
wrought necklace and a_ silver 
pitcher. 


o © 


AUL REVERE in a 

garden?” Well, not exactly— 
but a silver spoon which is believed 
to be his handiwork was recently 
turned up in land which, until 
plowed for just such a garden this 
uncultivated 


“victory 


spring, has remained 
for 100 years. 

The garden, at Hudson, O., is 
operated by John Donahey, son of 


former Governor and U. S. Senator 





Vic Donahey. The spoon, while 
bearing no legible hallmark, is en- 
graved in exactly the same fashion 
as a silver service done by Revere at 
about the time of his famed midnight 
ride, owned by the Cleveland family, 
and passed down from generation to 


generation. 
o © 


66 HE double ring 

ceremony provides an added 
touch of romance to cheer the bride 
who must part with her young hus- 
band when he goes into military ser- 
vice,’ notes the Pittsburgh Post- 
Gazette. 

“Not so long ago it might have 
sounded a bit Victorian for a woman 
to want her husband to wear dis- 
played some token of her love. But 


marriage 





45 








it’s a comfort now for a man to wear 
on the finger of the hand nearest his 
heart something to remind him of the 
girl back home. It’s nice, too, to be- 
lieve the ring is some sort of talis- 
man that will carry along with it the 
faith and good wishes of the dear 
person it represents. ... 

“The double ring ceremony neces- 
sitates the giving of some advice to 
ring-bearers or to the best man and 
maid-of-honor. According to the best 
authorities, the maid-of-honor hands 
the bridegroom’s ring to the bride at 
the same moment the best man gives 
the bride’s ring to the bridegroom. 
The bride places the masculine ring 
on the bridegroom’s finger imme- 
diately after she has received her 
ring from him. But some etiquette 
authorities claim that it is the best 
man who takes care of the two rings. 
Anyway, both bride and bridegroom 
say ‘With this ring I thee wed.’ 
That’s really all that matters.” 

A three-column photograph of a 
bride and her soldier-bridegroom 
smiling at a pair of matched wed- 
ding rings appeared in connection 
with the newspaper story. It was 
Floyd Egger of Hardy & Hayes Co., 
Pittsburgh, who interested the Post- 
Dispatch in the timely importance 
of the double ring ceremony. 








HE ‘“‘double time” watches worn 

by Betty Field in her latest 
movie, “Are Husbands Necessary?,” 
have something of the same romantic 
significance. 

Two slit pockets at the left shoul- 
der of her sport suit are cut one 
above the other. From the pockets 
hang two gold lapel watch fobs. One 
watch is set Hollywood time, the 
other New York time. The New 
York time is for sentimental reasons 
—Betty’s husband is in that city. 

The actress suggests others copy 
the idea by setting one watch their 
own time, the other the time of the 
country or camp where their loved 
one is situated. If a girl’s boy friend 
is in service, this jewelry note will 
make her feel in closer touch with 
him. 
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N one of the most spectacular pro- 

motions used during last month’s 
“Retailers for Victory” sale of War 
Bonds, Weisfield & Goldberg of 
Seattle employed star-spangled red, 
white and blue newspaper advertis- 
ing to sell not jewelry but war bonds 

. on credit terms. 

The colorful, big-space ad_pic- 
tured no “merchandise” except a 
War Bond, which was described as 











"Have you got one that sounds like a bugle? I'm joining the WAACS next week.” 


“the greatest value we have ever 
offered.” 

Addressing the 148,000 Seattle 
residents who signed Minute Man 
pledges to purchase War Bonds, 
Weisfield & Goldberg said: 

“You who signed the Minute Man 
pledge—you housewives and handy 
men, bakers and boilermakers, sol- 
diers and sailors, truck drivers and 
truck farmers, pipefitters and piano 
tuners, stenographers and steamfit- 
ters, bartenders and bailiffs, grocery- 
men and gardeners—whoever you 
are, Uncle Sam knows tha: when you 
signed your Minute Man pledge you 
did so in good faith, with the honest 
intention of fulfilling it—and you 
still intend to fulfill it, but so far an 
easy method of buying has not been 
presented to you. 

“Here is that method—Buy U. S. 
War Bonds on Weisfield & Gold- 
berg’s famous easy terms. Every 
single employee of Weisfield & Gold- 
berg will be at your service during 
every working hour of every single 
day during the entire month of July 
—to help you buy War Bonds on 
easy terms. Our salespeople will be 
on the alert to sell them to you. Our 
credit department will arrange the 
simple details. Yes, during the en- 
tire month of July the sale of U. S. 
War Bonds is our No. 1 job.” 

The advertisement went on to say 
that persons with an account could 
write, phone or call in person and 
say “Add a War Bond to my account 
and I will make regular payments 
until it is paid for.” Others need 
only supply name and address to 
open a War Bond account. 
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OPAZ, especially when mounted 

in karat gold jewelry, has stead- 
ily developed into one of the most 
satisfactory gems from the stand- 
point of both jeweler and consumer, 
observes Jean Ritz-Woller of Los 
Angeles. “A year or so age topaz 
was considered just a current fash- 
ion highlight. Now it is shown 
continuous interest by all parties. 
Smartly costumed women in all parts 
of the country are beginning to ap- 
preciate topaz for its true value in 
doing something for their dress. 
This observation is based on an 
analysis of the business done by her 
firm and also in studying what well- 
groomed women were wearing, dur- 
ing Miss Ritz-Woller’s recent swing 
round the country. 
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A Little *“SExtra”’ 
Thrills the Giftee. 
Lifts Your 8 Volume 


by RUTH JONES 


ANY a jeweler, mulling over the fact that Christ- 

mas accounts for more than 25 per tent of his 
yearly sales, has wished that it would come more often. 
While multiple Christmases would play hob with the 
calendar and, no doubt, raise serious objections in many 
quartets, there is no reason why many special holiday 
promotion methods can not be used to stimulate buying 
the year around. 

Since the gift trade is the backbone of Christmas buy- 
ing, the logical approach prescribes educating the public 
to buying gifts regardless of the calendar. Certain 
jewelers, by continuing to employ techniques used at 
Christmas, have had considerable success in this direc- 
tion, 

In Omaha, Neb., for example, T. L. Combs & Sons, 
reflecting upon the 20 per cent gain in business last 
Christmas over the same period of the previous year, 
promptly decided to continue the methods responsible 
for the increase during the rest of the year. Outstand- 
ing among these methods was “suggestion selling” which 
took the form of always suggesting an extra, inexpensive 
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From its gift room (left), T. L. 
Combs & Sons, Omaha, often sug- 
gests some extra gift to accom- 
pany a major one, also obtains 
effective props for jewelry displays. 


The "$5 table" (below) generates 
a large volume of impulse sales 
of silver trays, compotes, salt- 
and-pepper shakers, cream pitch- 
ers, etc., for Schwarzschild Bros. 












gift to be wrapped with the main purchase and closely 


allied with the fancy gift wraps featured. Here are 
some of the ways the system works: 

(1) The customer’s purchase of a good-sized major 
gift is wrapped with attractive paper and trimmed with 
a big bow. Before tying it, however, the clerk suggests 
half-concealing a tiny bottle of perfume in the bow. 
Another item frequently suggested for the same purpose 
is a sachet in a miniature transparent hat box. Cus- 
tomers purchasing gifts for women are usually delighted 
to add novelty and interest to their gift wrappings, at 
small additional cost. 

(2) If the customer buys a watch or diamond, the 
clerk suggests wrapping it together with a larger inex- 
pensive article, such as a padded coat hanger with sachet. 
Young men who give their girl friends expensive pres- 
ents, such as diamond wrist watches, get a lot of fun 
out of having them concealed in a large, bulky package 
and watching the young women’s facial expressions as 
they enthuse artificially over something like a sachet- 

(Please turn to page 84) 


47 


















Under Regulation W, customers surrender one-third down with as much 
alacrity as the former 10 per cent. Photo shows Harry Cramer, man- 
ager of the Kay store in Long Beach, with two satisfied customers. 


War Conditions 


Demand 


New Thinking 


resourcefulness and imagination in 
resianting stocks and methods, 
shown by these California jewelers, 


will aid war survival 


by J. RICHARD IANDER 


ESPITE priorities and other demands of war, 

optimism prevails among Southern California 
jewelers who, on the whole, are successfully combating 
the problem of war-torn stocks that challenges jewelers 
coast to coast. 

A recent survey of the situation in Southern California 
included 15 representative jewelers with establishments 
in the major population centers—from Los Angeles 
southward along the coast to San Diego, and inland, in 
the central portion of the state, from San Bernardino 
on the north to El Centro close by the Mexican border. 

All jewelers interviewed agree in what seems on the 
surface a gloomy statement: that the effect of war pri- 
orities upon their stocks will put some jewelers out of 
business. Not as bad as it sounds, however, the state- 
ment is illuminated as follows by a well-known Los 
Angeles jeweler: “I can remember when the jewelry 
business was a business, conducted with as much ethics 
as say, perhaps, medicine. Then came ‘cut-pricers’ and 
‘hole-in-the-wallers,’ ‘dime-a-week’ credit men, ‘sidewalk 
fishermen’ (it has been ruled permissible in Los Angeles 
for a jeweler to seek new clientele on the sidewalk in 
front of his establishment), and a whole swarm of other 
pea-and-shell artists who call themselves ‘jewelers’ be- 
cause there is no law to prevent them. Their practices 
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are as notorious as their bad credit. Now priorities have 
them gasping. The war has stopped manufacturer and 
jobber from supplying them where years of pleas from 
honest jewelers have not. Now the real jeweler once 
more will come into his own.” 

In the view of Mayers, Jewelers, of Westwood, “it 
will be survival of the fittest. The situation is a godsend 
to the legitimate jeweler. The charlatan is through.” 

At Pasadena and San Bernardino much the same opin- 
ion wes expressed, while at San Diego, the long-estab- 
lished organization, J. W. Ware, Jeweler, stated that 
they viewed the situation as “not unhealthy,” that the 
reputable jeweler who habitually had carried a full, 
selective stock, not mere window-dressing, now finds 
advantage in a heavy inventory, with all manner of his 
lines moving rapidly. 

Most Southern California jewelers who could stocked 
fairly heavily in anticipation of the present manufac- 
turing stringencies. Sales demand is so strong as to 
facilitate the moving of discontinued or “dead’’ stock 
which seems inevitably to accumulate to more or less 
degree where a jeweler is in business any number of 
years. Some of such merchandise could be seen, attrac- 
tively displayed, throughout the area surveyed. 

Artisan skill and resource of many Southern Cali- 
fornia jewelers have come forcibly to the fore. In one 
instance a ladies’ belt of sterling had been transformed 
by a jeweler into a necklace and a set of matched ear- 
rings. The original belt was of the Indian “concho” 
type, a series of handcrafted silver shell-like buckles, 
link-joined one with another. The concho belt would 
have sold for $12. As necklace and earrings, it not only 
drew better price, but served to stimulate the sale of 
another belt as a companion-piece to the matching 
necklace-earring set. 

A second jeweler was found displaying an unusual 


The higher average sale 
unit in diamond jewelry 
compensates for dimin- 
ished activity in prior- 
ity-attacked depart- 
ments. Here Irving 
Schneider, of the Ben- 
jamin-Irving Co., Long 

each, past president of 
the Harbor RJA, devel- 
ops a quality-conscious 
diamond purchaser. 
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selection of bracelets, brooches and pins in sterling, gold 
and gold-and-copper, designed and manufactured by 
himself, right on the premises. “I just thought I’d see 
what I could do,” he reported. Still a third jeweler, a 
scholarly gemologist, is displaying a wide selection of 
original mountings, designed and executed by himself 
and set with selected precious and semi-precious stones 
from his collection, the whole operation from selection 
and designing to production and selling taking place 
within the one establishment. 


NEW ENERGY IN REPAIRING 


More indication that Southern California jewelers 
during the war period are working on the coupled prin- 
ciples of artisan skill and survival of the fittest reflects 
in the attention they are paying their repair depart- 
ments. Checkup in all instances revealed these depart- 
ments well filled with work. One store is keeping as 
many as three outside repairers busy concurrently. 

Admittedly, no jeweler looks to his repair department 
to wholly wipe out sales lost by unobtainable priorated 
merchandise. Yet, there is common agreement that the 
repair department can provide a living. 

Most of these jewelers, however, are looking to their 
repair departments for more than this. They view them 
as prestige-builders, as advertising media for assuring 
them a post-war reputation as quality jewelers—this 
because their repair work has provedly been reliable and 
of but one caliber—the finest. 

A marked increase in buying power prevails in South- 
ern California; the result is a steady if slowly rising 
demand for higher-priced jewelry. Where a customer 
bought a piece of jewelry priced retail from $5 to $10, 
the same customer today demonstrates ability to pur- 


(Please turn to page 80) 








Cireus-Theme Windows and Ads 
Draw Attention to Jewelry 


This Barnum & Bailey treatment was 
“something different.’ so it attracted 


window-gazers and many new customers 


“MAKE A BULLSEYE VERYBODY loves a circus. The daring, dazzling, 
death-defying deeds of the dauntless duo—the 
pompous parade of the ponderous palpitating pachy- 
derms—the mastodonic mixture of merriment and mel- 
ody—to say nothing of the 100 gorgeous girls, count 
them, 100—has an appeal that never fades. The old 
joke about the man who borrowed a youngster for the 
afternoon so that he'd have an excuse to go to the circus 
is pretty true to life. 
Presenting the “Carnival Section” in But what’s that got to do with jewelry? Well, one 
apy age oe poo enterprising firm of jewelers out in Omaha, Neb., found 
gift items, sign says: "Our aim matches a way to tie in their store to the universal appeal of the 
yours, and we score bullseyes for quality.” circus, and cashed in handsomely on their ingenious 
stunt. 
Seeking a way to give a new twist to the window dis- 
plays—something so intriguing and “different” that 


Watches were 
among the featured 
performers in this 
"Inside the Big Top" 
display. Animal and 
trainer figures are 
pasteboard cut-outs. 
To carry out the cir- 
cus idea, there was 
sawdust on the floor. 
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people couldn’t help noticing and remembering them 
and the store—A. Franklin Smith, one of the proprie- 
tors, hit upon the idea of a “jewelry circus” with vari- 
ous pieces of merchandise featured as performers. 

As shown in the photographs, each of the four main 
windows was decorated to resemble a gaily striped cir- 





FOR Aucust, 


BUDGET 
Ok 


CREDIT 
PLAN 
AVAILABLE 


Here the ringmaster presents "the greatest diamond values in Omaha." 


cus tent with the side walls drawn back to reveal the 
interior. Pennants bearing the legend “Allgaier-Smith’s 
Diamond Fair’ surmounted each tent. Two of the tents 
contained miniature circus rings, complete even to such 
details as the sawdust on the floor of the ring. In one, 
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Allgaier-Smith's well- 
stocked costume 
jewelry department 
contained a ready- 
made menagerie, 
in the many popu- 
lar bird, beast and 
fish-style brooches. 
Some are shown in 
the cut-out cages, 
others on the floor. 














Fortunately having es- 
caped bomb damage, 
this fine shopping street 
in the British capital 
appears, by day, about 
as in peacetime. How- 
ever, before dark, shops 
close down for the 
nightly black-out and 
people stay in their 
homes. 


Wide World 


British Jewelers Carry On 
As 4th War Year Starts 


by ARTHUR TREMAYNE, Editor 


Goldsmiths Journal, London 


HE inpact of the war found the jewellery and allied 
trades of the United Kingdom, in common with most 
others, totally unprepared. At first everyone expected 
that business would closely follow the course that it 
took in 1914-1918, but events soon proved the fallacy 
of that belief. Back in the days of World War I, there 
was a sharp reduction in jewellery sales during the early 
months, but as munitions workers’ money began to cir- 
culate, business quickly revived, and at the flood of the 
war effort, trade boomed, prices soared and high profits 
were made. It was not until the Spring of 1918 that 
goods began to get scarce and sales to taper off. 
Unlike those days, the present war found the Govern- 
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ment prepared with restrictions and regulations which 
upset forecasts. Many of these restrictions have since 
been modified, mostly to increase their severity; none 
have been abandoned. The net result is, that jewellers 
today have practically given up the thought of profits 
or normal merchandise for the war, and are struggling 
simply to keep their businesses alive for the duration. 
The first difficulty which retailers had to contend with 
at the outbreak of the war was the blackout. Many spent 
the first war winter devising ingenious methods to beat 
it, such as light traps for entrance lobbies, shutters with 
peep holes for their windows, and roofs over the store 
fronts to shield the light from above, and yet enable 


THE JEWELERS’ CIRCULAR-KEYSTONE 





al 
ut 


Ds 
1e 


id 


ir 


] 








American jewelers—starting to feel the pinch of wartime regulations— 
want to know how British jewelers have been affected by their country’s 
wartime provisions, many of which parallel U. S. measures. In response to 
request for such information, the editors have asked Arthur Tremayne, 
editor of Britain’s foremost jewelry publication, to Prepare such a review, 
which is herewith presented as the first such article published in America 


passersby to see their displays. All these devices proved 
useless. It was soon found that the public preferred to 
go home before dark and to stay there, so finally jewel- 
lers adopted the practice of closing down before dark 
and blacking out, and this practice still continues. 


MERCHANDISE INSURANCE 

Three days before the war opened, a Government 
scheme of insurance against war damage to merchandise 
was put in force. Briefly, it provided for the compulsory 
insurance of all stocks valued at £1,000 or more and 
voluntary insurance of smaller inventories. The cost was 
high—5 per cent per month. Jewellers with heavy dia- 
mond stocks described it as penal, and it was thought 
to be an indirect way of taxing industry. Large jewellers 
got together and, on the plea that gems and precious 
metals were indestructible, got the plan revised to make 
the insurance voluntary beginning January, 1941. The 
monthly cost of the insurance was also revised after the 
first few months to 214 per cent monthly, but was raised 
again one year later to 334 per cent where it still 
remains. 

Apart from stocks lost where premises have been de- 
stroyed by air raids, jewellers’ losses from war damage 





Before hostilities, British jewelers customarily showed a great 
variety of merchandise in their windows. Now, this store 
probably has painted out most of the window space, stored 
most of its stock in vaults, and perhaps may be open for 
only a few hours a day or only four or five days a week. 


have been comparatively small. Most shops are fitted 
with steel shutters and early in the war, jewellers with 
expensive stocks worked out methods in which they 
trained their staffs for clearing windows and cases and 
getting all goods into the safes at the first hint of an 
air raid warning. 

However, the insurance rates and the risk of raid 
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damage have markedly lessened the handling of goods 
on memo. Manufacturers recalled their stock in many 
cases and possibly sent it to less vulnerable areas. Re- 
tailers in London and other large cities were also glad 
to get rid of the responsibility. 

Air raid precautions were expensive and much money 
was wasted on arrangements which afterward proved to 
be valueless or needless. The present regulations call 
for the maintenance of fire-fighting equipment and reg- 
ular fire watching by members of the staff who took 
turns in remaining on the alert, day and night, after 
having received instructions and drill in fire-fighting 
operations. 


TRADE RESTRICTIONS 


I'rom the standpoint of direct restrictions on the 
jewellery business, the first was an order by the Board 
of Trade forbidding importations of watches and clocks. 
This took effect immediately on the outbreak of the war 
and no licenses for importers were issued until Novem- 
ber, 1939. Even then they were for only a very small 
proportion of the imports for the pre-war period. Stocks 
of watches and clocks in the British Isles had always 
been very heavy in all departments of the trade and, 
therefore, no scarcity was felt for some months, but 
—Britain having no watch manufacturing industry and 
only a small clock manufacturing industry—retailers 
began to find difficulty about the middle of 1940. Mean- 
while, wholesale prices had advanced by 33 1/3 per 
cent, and new goods whose importation the licenses per- 
mitted, were confined to alarm clocks and to watches 
with a maximum factory value of £2 each. 

Meanwhile, the available supply of British-made goods 
in other jewellers’ lines was rapidly shrinking. As has 
since occurred in the United States, manufacturers were 
being urged to devote more and more of their capacity 
to the production of war equipment and, in addition, 
were being pressed to ship as much as possible of their 
regular production abroad in order to provide badly 
needed foreign exchange—a factor which has not arisen 
in the United States. 


PURCHASE TAX 


Then in April, 1940, was introduced the purchase tax 
which is now such a familiar feature of all non-food 
trades in Great Britain. This tax was imposed upon 
purchases by the retailer and was charged by and col- 
lected through the manufacturer or wholesaler when 
invoicing the retail store. The tax was purposely de- 
signed to be not only a revenue producer, but a deliberate 
obstacle to the sale of luxury goods. It was originally 
33 1/3 per cent on the wholesale price of all luxury 
goods and 16 2/3 per cent on cost-of-living commodities. 

(Please turn to page 78) 
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Jewelry Talks 
To Clubs Pay 
Real Dividends 


welcome as a speaker? Sure; 


every community organization constantly 


needs good program material 


by CAROLL C. HALL 


While describing crystal, Willard Tobin builds friends for his store 


aa gana good-will and a reputation for ex- 
pert knowledge are the best assets that any 
jewelry business can have, says Willard Tobin of the 
J. Ralph Tobin & Son, jewelers, at Springfield, Ill, 
who has found an ideal way by which the jeweler can 
achieve both. 

In the past six vears, Mr. Tobin has lectured to over 
75 groups in his community on gems and other subjects 
pertinent to the jewelry business. That’s at the rate of 
better than one lecture every month for the entire 
period. The attendance at these lectures has ranged 
from 12 to 100 persons, with an average of 35 listeners 
at each of the talks. Moreover, the advertising value to 
the store has reached far beyond <he immediate audi- 
ences for every one of the lectures has received good 
news stories in the local papers, thus registering again 
and again with the entire community the fact that 
Tobin’s are experts on gems and jewelry. The word- 
of-mouth advertising, too, by people who hear the talks 
and tell their friends about them is tremendous and in- 
fluential. 

And that isn’t all! This energetic jeweler also teaches 
a course titled “Gems and Precious Stones” in the 
Springfield Community School for Adults, where he 
gives a series of semi-technical lectures one evening 4 
week on this fascinating subject—10 during the Fall 
semester and 10 in the Spring term. His class groups 
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in the school range from 10 to 60 persons in size. 

When asked why he was willing to give so much time 
to this unique form of community service, Mr. ‘Tobin 
had a ready reply. 

“The lectures had a dual purpose. First, to give a 
service to the community, and, second, to bring business 
to the store. I believe that my lectures are the most 
ethical and one of the most effective forms of adver- 
tising I could use.” 

Mr. ‘Tobin’s next statement seemed to adequately sum 
up his well-thought-out philosophy for the lectures. 

-“The jeweler -deals in a line of merchandise that 
has interest for everyone. For example, take gems— 
there is a great deal of romance about them and people 
like to hear of it. The same popular interest exists for 
any number of the jeweler’s items. 

“Now, in every community—and Springfield is no 
exception—there are dozens of groups who have pro- 
grams to plan and give. The officers of these groups 
are constantly searching for something that will interest 
all of their members. 

“There you have it—an ideal combination for build- 
ing community good-will: the groups wanting programs 
and the interesting subject matter for those programs 
right on your own shelves.” 

Mr. Tobin’s idea is a practical one. It can be put 
to use by jewelers in any community. 
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Besides addressing a number 
of other organizations, Mr. 
Tobin this spring conducted a 
course on gems at the Spring- 
field Community School for 
Adults. Bulletin cover and 
course description are shown. 
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Since the idea is so usable, perhaps a detailed ex- 
amination of the plan worked out by the Springfield 
jeweler will be of value to others who may wish to put 
it into operation. 

“I started this activity more or less by accident,” 
Mr. Tobin says. “My first call to speak came from a 
service club in one of the nearby small towns within our 
trading area who needed a substitute speaker on short 
notice, and asked if I’d give them a talk on gems. I took 
that opportunity and from it came a nice news story. 
Right then I knew that I had an idea that really clicked. 

“Since then one engagement has led to another as a 
result of the newspaper publicity and word-of-mouth 
advertising. I have spoken before other service clubs, 
scout groups, Y.M.C.A. clubs, women’s clubs, rural- 
community groups, grade and high school groups, busi- 
ness colleges, church societies. In fact, every kind of 
group found in any community. 

“Recently, I spoke before the Woman’s Club of a 
nearby well-to-do town. In that group of 75 club women 
I saw many of our customers. So, in addition to mak- 
ing new customer-friends, I was able to contact in a 
social way the old ones.” 

In Mr. Tobin’s definition, the community that he 
serves extends beyond the limits of the city in which his 
store is located. It includes the whole area from which 
his customers come. 

By careful analysis of his trade and the highways 
by which they travel into Springfield, he has come to 
a good picture of the area served by the store. As a 
consequence, he will travel as far as 100 miles in one 
direction but only 30 in another. The shorter distance 
indicates that there is another city with competing stores 
in that particular direction. 

If possible, he also avoids scheduling lectures out of 
the city during the busy seasons such as Christmas time, 

(Please turn to page 76) 


Questions usually follow the lecture 
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NEW BEAUTY 


for Your 


DIAMONDS 


YOUR OUT-OF-DATE JEWELRY 


Re-Styling of old Jewels hos long 
been o specialty ot Cloude Bennett's 
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ii ) create new, brilliant 
beauty from your old jewelry.... 
For instance, if you bring in an old 
fashioned like this... . we 

transform it into one like this. 

The cost? Oh, so little! 
Better come in and see 
for yourself! 


Have your Diomonds Re-Styled ot 
the store where confidence con be 
placed without hesitancy. 





Poyments os low os 
$5 @ month 
WE INVITE YOUR CLUB ACCOUNT 


Glaude §, Bennett 


207 Peechtree — DYAMOND MERCHANTS: _ Atlente 


"Before" and "after" pictures show 
the difference, in Claude S. Bennett, 
Inc., advertising, between stodgy, out- 
of-date jewelry and a handsome piece 
of which the owner can be proud. 


ORE and more as the war goes on, and shortages 

of merchandise become increasingly frequent and 
acute, the jeweler must find other ways and means to 
bring in revenue. 

One of the most effective, according to Claude S. 
Bennett, president of Claude S. Bennett, Inc., Atlanta, 
Ga., is to develop a business in modernizing and re- 
furbishing old jewelry and silverware. 

For several years this concern has been carrying on 
a consistent campaign featuring the re-styling of old 
jewelry pieces and the repair of old silverware, but 
since the war started it has sharply stepped up its ad- 
vertising and merchand’sing of this type of service, 
seeing in it an opportunity to compensate for possible 
sales losses in other lines which are scarce or impossible 
to obtain because of the war situation. The results have 
fully justified the effort. 

One reason for the success of this activity, Mr. Ben- 
nett believes, is the fact that in a period of war psy- 
chology, the sentimental attachment of owners for their 
treasured belongings becomes stronger than ever, and 
they are more than ordinarily responsive to suggestions 
that they should be beautified and put in good order. 
Others who for reasons of war economy may hesitate 
to buy the new things they crave, are delighted to be 
shown how the jeweler’s art and craftsmanship can 
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Remodel Old Jewelry 
For Ready Profit 


Restyling your cusiomers’ outmoded jewelry 
and restoring their battered silver compensate 


for **lost’? and **short’? merchandise lines 


by RUEL McDANIEL 








Besides being more attractive, a mod- 
ern mounting protects gems from be- 
coming lost; thus is an investment in 
security as well, of course, as beauty. 


transform what they already have into something fine 
and new for far less than new pieces would cost them. 
Although exact figures are not available, the volume 
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of re-styling and re-modelling business done annually by 
this conservative concern runs into surprisingly impor- 
tant figures—especially important at this time when 
new lines and services must be found by the average 
jeweler to compensate for loss of certain lines and the 
increased cost of doing business. 

Merchandising the service is done principally by news- 
paper advertising and personal contact, according to 
Mr. Bennett. 

“For several years we have carried on a consistent 
campaign of newspaper advertising featuring our re- 
styling of old jewelry,” he explains, “but we have 
stepped up the amount of the advertising materially 
since the war started and the merchandising picture 
has undergone such drastic change. We see in this 
service an expanding field that has not been over-worked 
and which has been little affected by priorities and other 
war influences.” 

Advertisements on the re-styling and re-modelling 
service are kept entirely separate from the store’s ad- 
vertisements of merchandise, because the management 
has found that featuring this service in advertisements 
of its own, rather than merely making the service a part 
of a general store advertisement, produces much better 
results. Space used for these ads is usually two columns 
in width, and from five to eight inches deep. Several 
typical ones are reproduced herewith. 

Although the advertising naturally brings in a highly 
satisfactory number of inquiries and some direct busi- 
ness, the firm finds that personal contact with customers 
as they come to the store, and a personal knowledge 
of the background and tastes of a great many customers 
produces even more business of this type than any sort 
of advertising alone could do. 

“All our salesmen are kept constantly reminded and 
aware of this service and are always on the alert to 
suggest it to logical prospects when they come into the 
store,’ Mr. Bennett points out. 

“In order to keep our sales force interested and 
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always alert to sales opportunities of this kind, we 
show them all incoming mountings and other items 
necessary for producing a satisfactory re-styling job, 
so that they not only are thus more directly reminded 
of these sales opportunities but are better qualified to 
sell a prospect on a job because they know intimately 
the stock we carry and the requisites available in the 
store for performing a prospective re-styling or re- 
modelling job.” 

Being a long-established, conservative store, the Ben- 
nett firm has an enviable following among discrim- 
inating people who can afford to own valuable heir- 


(Please turn to page 75) 





Typical workers in Newark jewelry plants who now turn their skills to war produc- 
tion. Left, a former jeweler operates a bench lathe. Center, another stamps 
radio parts from a power press. Right, a former lapper grinds other parts. 


Jewelry Makers 


lan Turn Out 


War Materials 


Newark manufacturers’ pool points way] 
to jewelers’ production of war goods: 


reseues business hit by priorities 


EWELRY manufacturers are no less patriotic—no 
less eager to help in the job of producing the 
things that are needed to help win the war—than the 
makers of automobiles or machine tools or locomotives. 
But whereas these other factories, which normally 
turn out heavy goods in big quantities, had the machin- 
ery and skilled labor that enabled them to shift quickly 
to the making of war material, manufacturing jewelers 
with their small shops and limited equipment have for 


the most part been unable to go out and. get war orders,: 


regardless of how keenly they might want or try to do 
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so. With the progressively tightening restrictions of 
recent months on various materials—especially metals— 
tor other than war purposes or the most essential civilian 
uses, the plight of these small shops has become in- 
creasingly serious. Faced on the one side with inability 
to get the brass, copper, white metal, tin and nickel they 
used for making their regular products, and on the other 
with the impossibility of obtaining war contracts because 
of their limited facilities, the average jewelry manufac- 
turer has been the forgotten man of the war production 
drive. 

Here and there an occasional large plant—that is, 
large for the jewelry business—has been able to get a 
sub-contract through its own individual efforts and facil- 
ities, but the number of shops in the jewelry industry 
which can even hope for such orders is few. For the 
typical jewelry manufacturer the only chance appears 
to be the pooling of his equipment with that of other 
similar plants in his locality so as to provide a total and 
variety of production facilities that can undertake the 
manufacture of various “bits and pieces” in amounts 
substantial enough to receive serious consideration. 

The Newark, N. J., area has probably made more 
progress than any other in this direction. Therefore this 
study of its development and operations may be helpful 
to jewelry manufacturers in other districts who are up 
against the same problem. 

Early this spring a small group of Newark jewelry 
makers got together and formed a Newark branch of the 
Jewelers War Production Committee which had been 
set up by the Jewelers Vigilance Committee under the 
chairmanship of Jacob Mehrlust of New York for the 
purpose of doing something to get war work for the 
jewelry industry. Leonard Shiman of the Shiman Mfg. 
Co. was chosen as chairman of the Newark group. In 
March, after preliminary discussion of ways and means 
by the committee, Mr. Shiman went to the regional office 

“(Please turn to page 104) 


THE JEWELERS’ CIRCULAR-KEYSTONE 





HERO 
a Ve 


MARQUE DE FABRIQUE >K FONDEE EN 1785 


re) 


Every watch produced in the factory 
of Vacheron & Constantin, Geneva, is 
individually finished to the highest 
watchmaking standards and checked 
and tested until its operation is fault- 
less. Thus every watch bearing the 
name Vacheron & Constantin can be 
rightly called “the world’s finest 
watch”, a creation of watchmaking 
artistry, and a thing apart from the 
ordinary watch of commerce. The 


Nstant™ 





complete Vacheron & Constantin line 
includes pieces in both simple and 
luxurious designs. Those illustrated 
above are cased in 14 K gold and 
have 17 jewel adjusted movements. 
They are keystone priced as follows: 
No. 800—$200; No. 801—$250; No. 700 
—$180; No. 900—$250; No. 702—$200, 
federal tax to be added. Catalog and 
further information will be gladly sent 
on request. ‘ 


VACHERON & CONSTANTIN AND ALLIED WATCHES INC. 


580 FIFTH AVENUE, 


NEW YORK, N. Y. 
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ANRJA Convention Faees 
War Problems 


Four-day program, at New York Aug. 24-27. will have manufacturers’ spokesmen 


outline the production situation: retailers will discuss procedure for 


wartime selling: WPB and OPA executives to review Government regulations 


6 HAT merchandise is still available for me to 

buy, in this ninth month of America’s war? 
What will be my chances of replacing inventory during 
the next few months? What new methods are used to 
manufacture standard jewelry store products, now that 
WPB has banned most metals from non-essential goods? 
What entirely new departments can I develop in my 
store to compensate for my usual ‘gone for the duration’ 
goods?” 

These questions are naturally uppermost in the minds 
of every realistic jeweler who knows that he must re- 
shape the way he thinks and the way he sells if his 
store is going to survive. 

An industry-wide discussion of these problems will 
comprise one of the featured sessions of the American 
National Retail Jewelers Association's 37th annual con- 
vention, to be held Aug. 24 through 27 at the Waldorf- 
Astoria Hotel, in New York City. Spokesmen for mann- 
facturing jewelers, in the various principal lines, will 
give a series of detailed pictures of the present situation. 
in this “Specific Problems of the Retail Jewelry Trade”’ 
program, which will be held Wednesday morning, Aug. 
26. Retailers’ discussions will follow. 

Speakers from the ranks of the suppliers, and their 
subjects, will be: G. H. Niemeyer, Handy & Harman, 
president of the Jewelers Vigilance Committee, “What 
Now?”; F. A. Ballou, Jr., B. A. Ballou & Co., Provi- 
dence, president of the New England Manufacturinz 
Jewelers & Silversmiths Association, “Gold Filled and 
Silver Jewelry”; W. Waters Schwab, J. R. Wood & 
Sons, “Gold Jewelry”; Harley H. Noyes, Oneida, Ltd., 
“Silver Plated Ware”; C. M. Kendig, Hamilton Watch 
Co., “Watches”; M. L. Millspaugh, Samuel Kirk & Son, 
“Sterling Silver,” and Jerome Roberts, Cohn & Rosen- 
berger, “Costume Jewelry.”” Howard L. Carpenter, Al- 
bert Walker Co., former NWJA president, will set forth 
the wholesale jewelers’ viewpoint. 

How retailers are trying to solve problems growing 
out of shortages of material and merchandise will then 
be shown by Elmo Roper, nationally known economist; 
ANRJA President Henry W. von Unruh; Past Presi- 
dent Myron Everts, Dallas; Harold Koerber, Fort 
Wayne, Ind.; Hoyt T. Purvis, Jonesboro, Ark.; Frank 
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L. Moose, Roanoke, Va.; William G. Thurber, Provi- 
dence, and Percy K. Loud, Detroit. 

A brace of Government executives will explain the 
objectives of the War Production Board and the Office 
of Price Administration, at the opening convention ses- 
sion, Monday night, Aug. 24. Reavis Cox, chief of 
WPB’s Services Programs Branch, and Floyd W. Leon- 
ard, jewelry administrator of OPA, will be the speakers. 

Current merchandising ways and means will be the 
subject of the Tuesday morning meeting, Aug. 25, with 
the following speakers: Dr. Paul H. Nystrom of Colum- 
bia University, president of the Limited Price Varieties 
Stores Associat‘on; Dr. David R. Craig, president of the 
American Retail Federation; Lew Hahn, general mana- 
ger of the National Retail Dry Goods Association, and 
W. J. Cheyney, executive director of the newly formed 
Retail Credit Institute. Convention business, including 
election of new officers, will occupy Thursday morning, 
Aug. 27. 

Besides the convention sessions, a series of 8 o'clock 
breakfast conferences will open each of the four days, 
the first breakfast, on Monday, being a meeting of the 
executive committee but the others available to all jewel- 
ers and guests registered at the convention. Here are 
the breakfast topics and speakers: 

Tuesday breakfast; subject, “Trade Diversion,” 
Frank J. Pfeiffer, Parsons, Kan., presid'ng. Speakers— 
A. L. Garniss, executive vice-president, New York State 
Council Against Trade Diversion; Samuel Dalin, presi- 
dent of the Wisconsin RJA, and Phineas Peters, chair- 
man of the executive board of the Greater New 
York RJA. 

Wednesday breakfast; subject, “Publicity,’ C. I. 
Josephson, Moline, Ill., presiding. Speakers—June 
Hamilton Rhodes, publicity counsel; John Hall, chair- 
man, and William D. MeNeil, executive secretary, 
Jewelry Industry Publicity Board. 

Thursday breakfast; subject, “Credit Selling and 
Advertising,’ Charles J. Michaels, Hartford, Conn., 
presiding. Speaker, Marshall A. Mott, manager, Better 
business Bureau, Hartford, Conn. 

An officers’ get-together lunch is scheduled Monday 

(Please turn to page 108) 
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For men, sturdy masculine designs in Men’s Jewelry and Watch At- 
iolel slasl=atitancel ma talcm tole l(= ue Me lellalilal-ti Milam celia all oldela>1(-timlol=lalalelala =m ial 
charm of any watch... these are the highlights in Hadley styling. Included 
are unusual two-tone designs; new metals, including Sterling Silver. 

Hadley production in 1942 is controlled by a heavy schedule sal 
vital war materials. We cannot hope to satisfy entirely the demand for 
Hadley Watch Attachments and Men’s Jewelry, but we will go as far as 
possible. Early action on your partis necessary. Sold through Authorized 
Distributors to Retail Jewelers only. The Hadley Company, Providence 


...New York... Chicago... los Angeles. 


WATCH ATTACHMENTS FMEN’S JEWELRY 
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Combine diamond clips with a bow in patriotic colors 


IAMONDS never change, but the smart jeweler 

changes his selling technic with the times. Dia- 
monds have an important wartime morale function. 
Capitalize on it. Here are some old friends with new 
names that will help to bring your diamond promotion 
up-to-date. 

Call them “Service Insignia”: All replicas of avia- 
tion wings, cap badges, collar symbols, etc., in gold and 
diamonds, or rubies, diamonds and sapphires. Jeweled 
orders and decorations with ribbon are always part of 
military regalia. Small diamond clips combined with a 
bow in patriotic colors give the same touch to tailored 
lapels, as is witnessed by the photograph directly above. 
To sell your diamond clips these days, dress them up 
this way in your windows. 

Here is information on correct usage of service 
jewelry, to pass on to women customers, across the 
counter or on a display uniform: 

Wear air wings straight, on left breast of dress or 
jacket, as aviator wears corresponding insignia on his 
uniform. 
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New Names for Old : 


Give Sales Push 


ToDiamond Jewels 


take certain stand-bys from your 
diamond stock and reehristen 


them. in today’s language 


by DOROTHY DIGNAM 


Call these brooches "Eternal Circles" 
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STEADY GROWTH 


In the half century during which Arnstein Bros. & Co. has 


supplied diamonds for the jewelry trade, we have watched 
hundreds of our accounts grow steadily from modest begin- 
nings to large, modern, influential organizations. Many factors 
contributed to these successes: the free enterprise of our liberty- 
loving nation, the good judgment, hard work, imagination of 


the merchants themselves . . . and to some extent, perhaps, the 


diamond values and services of Arnstein Bros. & Co. € 
eS loin Bros. & Co. 


608 Fifth Avenue, New York 
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Wear all service insignia as an emblem or fraternity 
pin is worn; do not mix with lapel jewelry or use to pin 
collars, clothing or veils. 

Service insignia for a sweetheart or relative may be 
worn by a woman in uniform, as shown in the picture at 


Service insignia replica may be worn by women in uniform 


Good-luck diamond horseshoes are back in style 


She wears a "Don't Forget Me" ring on her little finger 


the left, if it does not interfere with the symbols which 
form a part of her own uniform. The girl in this pic- 


ture is wearing her fiance’s Army Air Corps insignia, a 
replica of the winged shield in gold and diamonds, and 
her brilliant-cut diamond solitaire. She may also wear 
a wrist-watch and an identity bracelet, but no other 
jewelry until she goes off OCD duty. 

Service insignia are correct with day and evening 
dress, just like an engagement ring and wedding band. 

Call them “Don’t Forget Me” rings: Any fancy rings 
for wear on the right hand, or little finger of either 
hand; especially patriotic designs, tiny bow-knots, 
birthstones or birthmonth flower in diamond brilliants. 
Exhibit these rings, as shown worn above, with the sign: 
“ “Don’t Forget Me’ rings—the parting gift from service 
men to wives, sisters, mothers, daughters.” 

Call them “Sweetheart Symbols”: Gather together 
all diamond jewelry in the form of hearts, lockets, love- 
knots (bowknots), diamond circle brooches (now re- 
ferred to as “eternal” circles), and sentimental flower 
clips. Arrange a display with a card announcing: “The 
new Sweetheart Symols—gifts that pledge devotion as” 
lasting as the diamond itself.” 

Diamond circles have been good sellers for years. 
Two or more brooches in graduated size may be worn in 
overlapping fashion, as shown at the bottom of page 
62. 

And diamond horseshoes, good luck symbols with a 
happy connotation and an important jewelry-form at the 
turn of the century, are back in style. Show women cus- 
tomers how two may be worn together, always with the 
points upwards, as horseshoes are nailed over doorways. 
Picture at the left shows how. 
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ARE CUTTING 


MELEE 
SINGLE CUTS 
SIZES 
FANCY SHAPES 


Pa 
INVITED 


MAX FINE & SONS, INC. 


CUTTERS OF “FINE MADE" DIAMONDS 
OFFICES AND FACTORY 


20 West 47th Street 
NEW YORK 
FOUNDED 18906 
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Corrigan's stimulated advance in- 
terest in its gem exhibition by 
mailing invitation No. | to 4500 
persons 18 days before, followed 
11 days later by the finely printed 
full-color announcement pictured 
No. 2. Card, No. 3, was also used. 


Gem Showmanship 


Brings ’em In 


by ADAM LOFTUS 


_ might think that dinosaur eggs and Maori 
spears pack a lot of interest. Or Roman baths and 
Patagonian plant life. But follow any crowd through 
a museum, and you'll see what sort of exhibit has No. 1 
fascination for Mr. and Mrs. Average American. Jewels 
—precious and not so precious; in their rough, natural 
state, and fashioned into cut gems. 

Living eight hours a day close to gemstones, jewelers 
are apt to forget how intensely other people can be in- 
terested in diamonds and colored stones—apt to neglect 
gemological showmanship—consequently apt to miss a 
large volume of sales, simply because they don’t spark 
the public’s pre-fabricated responsiveness. 

Corrigan’s, 903 S. Main St., Houston, Tex., is one 
of five Southern jewelry stores that recently capitalized 


, 
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1, The world’s largest bracelet ! Center stone weighs 793 carats. 


2. The most valuable piece of rough precious topaz ever 
found! Shown on front cover, this is a rare specimen which is going into 
a museum collection. 


3. A jeweled fish exquisitely fashioned in gold with diamonds 
and an opal body . . . a quartz topaz turtle whose shell flaps up to reveal 
a watch . .. a pair of almandine and sapphire earrings in the form of a 
bee .. . a beautiful butterfly of rubies, emeralds and opals . . . 


Jn the Interesting Exhibition at BROMBERG & CO. 


ON MAY 235, 26, 27, 1942 


























on everybody’s gem iaterest, through arrangements with 
the firm of Oscar Heyman & Bros., Inc., 642 Fifth 
Ave., New York, gem importers and manufacturers of 
fine gold and platinum jewelry. Immense newspaper 
publicity, traffic two and three deep before the coun- 
ters, city-wide comment, immediate stimulus in the 
jewelry and other departments, and heightened prestige 
bound to result in substantial future business were some 
of the beneficial results. 

The “attraction” was a three-day exhibition of gems 
in their natural state and of the cut and mounted jewels 
obtainable from the same rough. Because of city-wide 
interest, Corrigan’s showing was extended an extra day 
beyond the period originally contemplated. 

Preparations began several weeks before the event. 
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TIN-AMERICAN LURE FOR LOVELY AMERICAN LADIES... 
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nthe gleaming, radiant, honey-colored 

pths of the TOPAZ, American women 
ave discovered a new source of glamour, 
b flattering complement to loveliness. 
Once chosen by the few, today TOPAZ is 
preferred by the many, and worn with 
Jistinction by women whose social activi- 
ies are news. Our diversified stock offers 
p wide variety of shades and shapes in 
OPAZ. Also available are other popular 
South American gems — Aquamarines, 


ourmalines, Amethysts, etc. 


WM. VW. 


SCHMIDT 
¢o. Inc. 


Gems of the World 


O ROCKEFELLER PLAZA © NEW YORK CITY 


MIDT Means EVERYTHING in STONES 
; Both Quartz (Citrine) and Precious 
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OF MINERAL ORES IN THEIR NATURAL STATE 
AND OF THE MANY BEAUTIFUL GEM STONES 
THAT ARE OBTAINED FROM THEM 
‘Toke this opportunity to see the jewelers’ ort of today m the 
new conception of mounting these gem stones. Fine jeweiry 
‘nas never before been so vibrant ond %0 full of meaning. 


‘Tre world's targest erecetet! Carter stone pom 793 carets 











Newspaper advertising included the large- 
space announcement, pictured above, Sun- 
day before the gem exhibition, and the 
attention - getter at the right when the 
three-day show was held over an extra day. 


The store mailed invitations 18 days in advance to 4500 
persons, asking them to attend a special showing of 
precious and semi-precious stones, including several 
notable rough specimens and a special group of rings, 
clips and bracelets. One week before the event, the same 
mailing list was sent a finely printed 4-color invitation. 
prepared in New York by Oscar Heyman & Bros., and 
sent out under the Corrigan imprint. 

Exceptionally favorable press notices preceded the 
showing, including both “feature” stories with 2-column 
headlines and drawings of some of the jewelry that was 
to be displayed. Additional preliminary interest was 
built up by a 4-column 12-inch advertisement in the 
Houston Chronicle. 

The exhibition opened daily at 10:30 o’clock with 
interested people constantly crowding until closing time 
about the two straight display cases in which the gems 
sparkled under the glow of four spot lights mounted on 
the edge of an over-hanging balcony and each equipped 
with a 150-watt bulb. 

One of the cases displayed rough and also unmounted 
cut stones, including amethyst, aquamarine, emerald, 
topaz quartz, precious topaz, peridot and a dozen or so 
other gems, some of which were seen for the first time 
by many of the spectators. 

This interesting collection ‘was augmented in the other 
case by an extensive stock of mounted jewelry. Some of 
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Houston papers gave splen- 

did editorial support, both 

before and after the exhibit. 

Sketches by newspaper staff 

artists illustrated several of 
the stories. 


Houston Women Interested in 
Extravagant Jewel Display 
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HELD OVER! 


Through Today 


Because of the unusual interest. and 
response shown in our special display 
of gem precious and semi-precious 
stones and their new settings, we are 
holding this exhibit ovr for an addi- 
fional day. You are invited to come 
and see the many lovely things. 
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these attention-getting pieces included a jeweled fish 
made of gold and diamonds, with an opal body, a topaz 
quartz turtle whose shell flaps open to reveal a watch, 
a pair of garnet and sapphire earrings in the form of a 
bee, and a “Dearest’’ bracelet, so-called because the first 
letters of the stones spell out the word “dearest” (dia- 


mond, emerald, amethyst, ruby, emerald, sapphire, 
topaz). These ingeniously contrived features of the 
jeweler’s art had real competition from an extraordi- 
nary 875-carat crystal of precious topaz that stood three 
inches high and reflected a dozen different shades of 
red, brown and pink, in the other case which housed the 
uncut specimens and loose gems. 

Corrigan’s won a considerable amount of extra pub- 
licity by inviting six young women from Houston's 
smart set, members of the Junior League, to model the 
jewelry pieces from 3 to 5 o'clock each afternoon. The 
girls came to the store each day a few moments before 
the informal style show, put on the ensembles and cir- 
culated among the visitors. Naturally, the fact that these 
recent debutantes would model the jewelry was men- 
tioned, together with their names, in the newspapers. 
The only cost for the models was $50, which the Junior 
League donated to the Red Cross. At all times during 
the showing, the mining, cutting and mounting of the 
various gems was explained to the public by Julius 

(Please turn to page 107) 
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Cocktail Rings 
Set with genuine Rubies and Diamonds in 


two-tone 14 Karat and Platinum mountings. 
Moderately priced. 


A most comprehensive stock of Diamond 
Jewelry available on memorandum to any 
responsible jeweler. 


Over one-half century spent in the manu- 
facture of exquisite jewelry is your assurance 
of customer satisfaction. 


In addition to the articles reproduced here- 
with our line includes extensive selections 
of diamond bracelets and interesting assort- 
ments of diamond set clips, brooches, wrist 
watches, wedding rings, dinner rings, 
mountings and watch attachments. 


A. JAFFE & SON, INc. 


Established 1892 ; 


608 Fifth Avenue + New York City 





INGER rings set with topaz—great honey-colored, step-cut gems—are among the new and 

newsworthy jewelry developments of World War II. Fortunately, Good Neighbor Brazil 
is the main source of topaz (both precious topaz and citrine, or topaz-quartz), so these gems 
are more readily accessible than if they came from the Orient. Fortunately, too, the massively 
cut yellow stones are so striking in appearance that, once worn by style leaders, they are 
readily recognized as well as admired by others, who promptly become customers for jewelry 
set with similar gems. Thus, while big, splashy topaz gems blossomed only a few months 
ago in Hollywood, they are already accepted as high style in fashion centers all over America. 

Highly ornamental settings for these sensational stones are suggested on this page by 
Sol Kaufman, nationally known creator of jewelry designs. Two of the seven mountings are 
trimmed with calibre or nailhead rubies, the rest with rubies plus small round and _ baguette- 
shaped diamonds. 
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Enhibited 
at the 


Waldorf Astoria 
Vow York, 


Aug. 24th - 27th 
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GENUINE REGISTERED 


ee psake AMERICA’S LARGEST SELLING 


DIAMOND RING 


SMASHES ALL RECORDS 





WITH THE GREATEST DIAMOND RING 
ADVERTISING CAMPAIGN IN HISTORY 





DRAMATIC WINDOW DISPLAYS 
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ARE PART OF Keepsake S 





Complete Merchandising System 





50 214 S. Warren St., Syracuse, N | 
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Established 1866 


608 Fifth Avenue, New York 


Cutting Works: 
~ London 
64. West 48th Street 23 Holborn Viaduct 











Improve vour Fine Stones 


and Make Greater Profits 


One of my clients called me in consultation and inquired if 
I could improve an emerald he owned. I happened, upon ex- 
amination, to see something in the stone the original cutter did 
not notice. After recutting this emerald, it enhanced in value 
over $10,000. and was sold at the advanced price. This stone 
was owned by a prominent Fifth Avenue Jeweler. 


LTE 





So why not take advantage of my fifty years of cutting experi- 
ence and send any of your stones that do not please you. My 
opinion is free—Estimates cheerfully given. 
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Albert Kamsay Company Ine. 


607 FIFTH AVENUE NEW YORK, N. Y. 
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REMODEL OLD JEWELRY FOR READY PROFIT 
(From page 57) 

looms and jewelry, and who have a sense of appreciation 
of such pieces. It is by knowing something of many 
of the firm’s customers of this sort that salesmen are 
able to suggest re-styling and re-modelling at the proper 
time and in the proper relationship with other mer- 
chandise when a customer is in the store. 

This same knowledge of many of the firm’s customers 
enables the management to contact by telephone definite 
prospects for a re-styling job when the store has in stock 
certain requisites to re-styling or re-modelling that 
someone in the store knows will fit a specific heirloom 
or piece of jewelry owned by a specific customer. 

When someone in the store contacts a prospect by 
telephone, it is not merely to say that the store has 
some new mountings in stock, but to recommend some- 
thing specific for a specific piece of jewelry that the 
customer is known to own. 

“We received a shipment of fine platinum mountings 
in the new styles this morning, Mrs. Merriweather,” the 
salesman may say, ‘and I saw one that would be ideal 
for that large dinner ring of yours. It would be a 
pleasure to bring out the mounting; or I'll put it aside 
for you to see if you prefer to drop in the store within 
the next day or so...” Something direct and specific, 
no generalities. In that way, customers not only don't 
resent the cal] but usually appreciate the store’s thought- 
fulness and consideration of the needs. 

An advertising and selling feature that the firm has 
found excellent in closing a sale, Mr. Bennett points 
out, is a set of “before and after” photographs. ‘These 
pictures, which are sometimes used to illustrate the ads, 
as well as to show to customers when a job is being 
considered, portray a wide variety of re-styling and re- 
mounting jobs that the store has done. One set of two 
pictures, for example, depicts an ancient tea service. 
The “before” picture shows it dull, battered and un- 
attractive. The “after” photograph shows it with all 
dents removed, all dullness gone and its original beauty 
a shining, alluring service to bring pride to 
any owner. In another pair of pictures an engagement 
ring in an old-fashioned gold mounting is contrasted 
with the same stone in a modern setting, thus empha- 


restored 


sizing more clearly than any words how the new mount- 
ing not only is more beautiful in itself, but also makes 
the diamond seem much larger, and transforms the 
whole ring into a modish and attractive piece of jewelry 
to be prized. 

“We make it a point,” Mr. Bennett declares, “never 
to advertise a mounting or any other piece for re-styling 
or re-modelling that we do not have in stock. Every 
illustration we use in our re-styling advertisements is 
either furnished by the manufacturer, along with the 
merchandise we buy, or it is sketched or photographed 
from actual merchandise or materials we carry in stock. 

“We find this highly important. Customers who 
come in often bring the advertisement with them. They 
Point to a specific ring mounting, for example, and 
want to be shown that mounting. We must be able to 
produce that actual mounting from stock or we lose the 
confidence of our customers.” 

The store’s re-styling and re-modelling service ranges 
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all the way from re-stringing pearls and affixing new 
watch crystals to refinishing valuable old watches, refin- 
ishing silverware, and creating entirely new pieces of 
jewelry from the customer’s old ones. 

All these services are mentioned frequently and spe- 
cifically in the re-styling and re-modeling advertise- 
ments; and all the salesmen are aware of each of these 
individual services and are constantly on the alert to 
suggest one or more services as opportunity presents 
itself. 

“Re-styling and re-modelling do not offer a ‘cure-all’ 
for the war troubles that affect the jewelry business,” 
Mr. Bennett concludes, “but they do offer an excellent 
profit opportunity to the jewelry store that will con- 
sistently advertise and sell to develop the business. It 
is not easy, but the business is profitable and highly 
satisfactory.” 


COMMUNITY LECTURES PAY DIVIDENDS 
(From page 55) 
commencement dates or during the month of June. Few, 
if any, talks are planned for the hot, humid Illinois 
summer months. 

Since Mr. Tobin does not profess to be an accom- 
plished speaker, he has found it helpful to outline his 
lectures in order that his presentation will be smooth 
and of interest to his hearers. In fact, he has gone out 
of his way to learn some of the fine points of public 
speaking. 

Here is an abbreviated outline (just to help some of 


you backward would-be speakers!) of his most popular 
lecture. The subject is “Diamonds.” 


I. Introduction. 

Historical importance. Why they are valu- 

able, compared with other valuables. 

. Nature of diamonds. 

A review of the physical properties of dia- 

monds. 

. Cutting or fashioning the gems. Optical 
properties. Cutting for brilliance. What the 
customer should have. Sidelights about the 
diamond-cutters. 

. Where diamonds come from. 

Sources in America and in other parts of the 

world. 

. Famous diamonds. 

The Kohinor, Great Mogul, Regent, Cullinan, 

and Sancy. Interesting stories from their 

histories. 

Simple isn’t it? From the foregoing outline it can be 
seen that the speaker is attempting to give practical in- 
formation that the prospective buyer of diamonds should 
know as well as interesting sidelights on the stones— 
the latter have popular interest and keep the attention 
of the audience. 

For repeat engagements (and, there are many of 
them) other lectures have been outlined and are fre- 
quently given. The subjects include: China, glassware, 
colored stones, and silver. All are subjects taken from 
the store’s shelves. 
































LOUIS 


te 


ReerReaee NITATIVES: 


© Jack | udel. 


e William I[udel 


Harold G. Phillips 


A. ROSELAAR 


AW i ., 


NEW YORK 


CUTIING PLANT 
36 West 4/th Street 








THE JEWELERS’ CIRCULAR-KEYSTONE 





\- 





Each one of the lectures is planned to be 30 minutes 
in length followed by a 15-minute question-and-answer 
riod and a display of items related to the subject of 
the lecture. These of course are drawn from the store's 
stock. 
The question-and-answer period affords opportunity 
to check on the interest of the audience. The number 
and kinds of questions asked gives Mr. Tobin valuable 
information as to popular thinking——an invaluable tool 
when it comes to selling the merchandise in the store. 

Usually an informal, period of visiting also follows 
each lecture, thus providing an excellent opportunity 
for this ambassador of good-will to meet the old friends 
of this 35-year-old business, and to make new ones. 
Who knows when there is to be an anniversary or wed- 
ding in a family? And who will be the jeweler they'll 
remember? Of course! It will be that fellow who 
made the speech the other night. 

Incidentally, a lecture given before a community 
group will often lead to some nice stories in the local 
newspapers; a type of publicity that money cannot buy. 

There is one rigid rule that Mr. Tobin always fol- 
lows. It is: The name of the store is never mentioned 
in any of the talks. However, he is always introduced 
as a member of the J. Ralph Tobin & Son firm. 

The series of lectures given in the Adult Community 
School are somewhat more technical in nature. The 
emphasis in this course-of-study is on the science of 
gems, their mineral differences, their light-reflecting 
qualities, their classification, and points to be considered 
in judging their value. Scientific instruments are used 
to demonstrate and illustrate the discussions. 

Mr. Tobin’s appointment to conduct this course was 
a direct result of his club lecturing activity. The di- 
rector of the school had heard one of Mr. Tobin’s talks, 
was impressed with his knowledge, and decided that a 
course of lectures on the subject would be a good idea 
for the school. 

The audience directly reached by these class-room 
lectures is of course more limited than that contacted 
by the general club lectures, since the school group 
consists of the same people throughout the ten-week 
course, but the appointment has brought a high degree 
of prestige because of the official recognition by school 
authorities of Mr. Tobin as an authority on jewelry, 
and pays a small fee which covers the expenses, 

No charge is made for the lectures to clubs and simi- 
lar groups. Aside from the time consumed which is 
mostly evening hours anyway, and the wear on his car, 
the cost to Mr. Tobin averages only about $2 per lecture, 
and he considers the negligible expense the best buy in 
advertising he can find. One sale resulting from a 
group contact will compensate for the expenditures. 

Customer reactions to the lectures are good. Very 
often first-calls to the store come as direct results of 
these public appearances, Interest aroused in silver, 
glass or other jewelry items discussed in the lectures 
bring in many repeat-customers. Of course, Mr. Tobin’s 
expert knowledge of gems—as revealed through the lec- 
tures—makes his store the first to be considered when 
such purchases are contemplated. 

The value that Mr. Tobin places on these activities 
18 well illustrated by his remark that, “I am always 
available when a group needs a program.” 
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BRITISH JEWELERS CARRY ON 
(From page 53) 
Later, certain lines such as utility clothing were entirely 
exempted from the tax, and to make up for the loss the 
rate was doubled on jewellery and similar merchandise, 
making the rate 66 2/3 per cent of the wholesale 
valuation. 

However, retailers found that the tax was not a 
serious deterrent to sales, and, although it was generally 
objected to, it has now been digested as a necessary part 
of business procedure. 

Some of the more short-sighted retailers, thinking to 
steal a march on their competitors, at first offered their 
old stock, tax free, no tax having been imposed on in- 
ventories already in retailers’ hands. This gave them a 
considerable amount of temporary volume, but although 
they turned their stock over quickly at a fair profit, they 
are now regretting that action, finding that they frit- 
tered away inventories which they now cannot replace. 


PRICE CEILINGS 


Another act of Parliament immediately at the out- 
break of the war was the Prices of Goods Act aimed at 
preventing sudden rises in essential commodities and at 
controlling the prices of‘ non-essential goods. 

The British law, unlike the Maximum Price Regula- 
tion recently put into effect in United States, did not 
place a ceiling over the selling price, but restricted the 
net profit on each article to no more than was made on 
Aug. 21, 1939. 


The handling by retailers and the enforcement by the 
Government of this regulation presented some serious 
problems, but although some prosecutions for over- 
charging have been reported they are few and of neg- 
ligible character. 


LIMITATION OF SUPPLIES 

The restriction that gave jewellers the real headache 
was the Limitation of Supplies order, which was first 
put into effect on June 6, 1940. (As American retailers 
are aware, consideration is being given here to some 
form of inventory limitation—Ed. ) 

Under the British plan, which is avowedly for the 
purpose of restricting business and stopping spending 
by the public, manufacturers and wholesalers are per- 
mitted to deliver to the retail trade no more than a 
certain percentage of their deliveries during the peried 
just before the outbreak of the war. The limitation is 
only upon total sales by manufacturers and wholesalers 
—not upon the amount delivered to any particular re- 
tailer. Consequently, favored retail stores, especially 
those with strong cash reserves and good credit, received 
full supplies; while small buyers and slow payers went 
short. 

The original limitation for the jewellery trade was 
66 2/3 per cent of the volume for the pre-war period, 
but after six months a further cut of 25 per cent was 
imposed and this has been continued up to the present 
time. 

At first, wholesalers found themselves with frozen 
stocks and many appeals were made for permission to 
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unload, but they were not granted and later when raw 
materials were severely rationed and in many cases cut 
off entirely so that wholesalers could no longer buy new 
goods, the possession of these once-frozen stocks proved 
a blessing. 

However, the Limitation of Supplies order prevented 


wholesalers from taking up new lines or opening new | 
departments to replace lines no longer obtainable and, | 


of course, operated in the same way with retailers, thus 
preventing the expedient that has been resorted to in 
many stores in America of building up new lines to 
replace volume lost through priority merchandise. 


NEW RETAIL POLICIES 

Faced with a rapid diminution of supplies and their 
increases in costs and with an income tax of 10 shillings 
on the pound (50 per cent—KEd.), and with an excess 
profits tax of 100 per cent, most retail jewellers changed 
their tactics early in 1941, realizing that a few years of 
trading on previous lines would soon find them without 
either stock or capital. 


The more far-sighted decided at once on a policy of | 


restricting sales and deliberately took their stock out of 
their windows and put it away in bank vaults and safe 
deposit boxes for the duration. 

One enterprising and highly regarded jeweller in a 


sizable provincial city says that he has put away in this | 
manner 90 per cent of his diamond stock, all of his gold | 


watches and 18 karat or better rings, 50 per cent of all 
his other gold jewellery, all loose stones and all sterling 
silverware. His stock consists of a few diamond rings 
and a minimum assortment of moderately priced gold 


jewellery, including 9 karat wedding and signet rings | 


and low-priced clocks. 


This means that his store has been almost denuded of | 


saleable stock, but he is carrying on by dealing in 
second-hand jewellery and bullion, by selling as many 


lines of utility articles as he can get, and by building | 


up.a business in jewellery remodeling and repairing. 

This is typical of what is happening among the more 
capable merchants although, of course, it is not univer- 
sal. The proprietor of this firm states that although he 
has daily inquiries for diamond goods, he refuses to sell 
them notwithstanding the fact that he has them resting 
in the bank at the very moment. It is his belief that he 
is better off to hold on to his stock and thus have some 
inventory and capital with which to resume normal busi- 
ness at the close of the war. 


| 


Most stores have painted out a large part of their 


windows, leaving only one or two small spaces in which 
the display is aimed at the purchase of old gold or 


second-hand jewellery, or the sale of war savings | 


certificates. 

Other stores discourage sales by opening only for 
short hours, closing down for a couple of hours at noon 
and early on one or two days each week. In addition, 
every excuse is being made for occasional closing for an 
entire week, such as for stock taking or fictitious staff 
holidays. 

In short, the British jewellery trade presents the 
peculiar picture of retailers trying to avoid making 
sales and to live from day to day until better times, 
though it must be understood that these conditions are 
not imposed by any lack of demand or public attitude, 
but by the jewellers’ own policies of preservation. 
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Certain special restrictions have been placed upon the 
trade under the Limitation of Supplies order. For ex- 
ample, at the end of 1941, it was forbidden to make any 
further gold jewellery of 3714 per cent fineness or 
better. This means that wedding rings, for example, are 
now made only in 9 karat gold, that being the only qual- 
ity which can be hall-marked under British law and be 
within the 3714 per cent limitation. Arising from this, 
an officially controlled wedding ring has been developed 
which is made of 9 karat quality and is limited in weight 
to 2 pennyweights and to a retail price of not more than 
21/ (about $5). 

There has been some development in diamond cutting 
in Great Britain, the shops being manned largely by 
Belgian and Dutch refugees who fled at the time of the 
Nazi invasion of the Low Countries. Approximately 70 
diamond cutting shops were in existence in Great Britain 
until recently, employing a total of between 500 and 
600 cutters. It was found impossible, however, to control 
the output of so many of these small concerns, with the 
result that a flourishing black market in gem diamonds 
sprung up. In order to prevent this, a new Diamond 
Manufacturing Control order has been issued, restricting 
all but six of the firms licensed for gem cutting, and 
they are not permitted to employ a total of more than 
300 workers. These six firms are required to report all 
sales to the Control Office, and the black market, at least 
as far as new goods is concerned, seems to be eliminated. 

As to the future, it is impossible to make forecasts of 
any reliability. All sorts of opinions are expressed. The 
only thing that seems certain is that as long as men and 
women live under civilized conditions, jewellery, silver- 
ware and watches will be wanted and some one will have 
to supply them. Meanwhile, there is only one thing that 
matters—to win the war—and British jewellers are 
ready to put up with every reasonable restriction of 
business to that end. 


WAR CONDITIONS DEMAND NEW THINKING 
(From page 49) 


chase pieces ranging from $15 to $25. In a store where 
sales records of the past few years showed purchase 
averages from $10 to $25 per unit, the average per unit 
sale today is nearer $50. There thus is more oppor- 
tunity to sell karat gold, platinum and palladium pieces. 

Giftwares are in good evidence but not in as great 
variety as might be expected. Nor has the out and out 
departmentalizing of such wares been effected to any 
great extent. This is chiefly due to the fact that the 
greatest expanse of Southern California, apart from any 
other of its aspects, industrial or commercial, is of a 
vacation-land or resort nature. Hence there is a plethora 
of all manner of gift shops in every community up and 
down the coast and inland, too, into the dude ranch 
country. 

Where jewelers are coneerned, nationally-known lines 
of fine china and glass are the leaders in gift and art 
merchandise. Where pottery is stocked it is chiefly of 
local manufacture, Southern California being so much 
a ceramics center of the West. Tendency toward the 
stocking by jewelers of art leather and carved wood 
lines was noted. Both of these materials being priorities- 
free, they are being stocked as substitution or replace- 
ment lines. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Marked local consciousness of native American Indian 
art and handicraft was noted and there is some of this 
merchandise in the stocks of most jewelers of the area. 
Sales are reported generally as good to excellent in this 
media, chief jewelers’ group among the varied products 
of Indian handicraft being, of course, turquoise and coin 
silver or sterling jewelry. Several lines of this jewelry 
have been sold nationally for years and all jewelers 
are familiar with the general characteristics this type 
jewelry presents. Such jewelry holds some possibility 
as a replacement line. It is, patriotically speaking, 
wholly American; further Indian art crafting upon res- 
ervations has not come under priority curtailment and 
most of the basic material that goes into the fashioning 
of their handicrafts is available to them in adequate 
quantities. Many lines of Indian jewelry exist, from 
full-handcrafted down to outright wholly machined 
commercial imitations. Southern California jewelers 
who enjoy successful turnover in this merchandise state 
that, at present, public taste shows marked preference 
for the wholly handcrafted, higher-priced pieces. 

The fact that some jewelers of this area stock such 
local products as Indian pottery, tooled leather and 
weavings—articles not commonly associated with a 
jewelry store—suggests that jewelers in other parts of 
the country might find it profitable to look about for 
some distinctive art product made especially well in his 
part of the state. The sale of such products, in which 
tourists are usually especially interested, will help to 
compensate for reduced volume in lines which have been 
hurt by priorities. 

Diamonds are enjoying steady sales activity and the 
stores surveyed indicated fair stocks of the same. A San 
Bernardino jeweler reported that while, for his entire 
store, unit sales volume had dropped somewhat due to 
priority-caused shortages, dollar volume per sale had 
risen, this notably in diamonds, to such an extent that 
he looks for a net profit for 1942 to exceed last year’s. 

A pronounced decrease in budget selling is shown by 
the survey, with nine out of the 15 jewelers interviewed 
stating that they had discontinued the installment part 
of their business. Summing it up in a single statement 
a jeweler of the San Diego area says: “I have so many 
customers coming in with cash in their hands that the 
credit customers are lost in the crowd.” 

However, jewelers majoring in credit find that the 
government ruling of one-third of the sale amount down 
works no hardship and that in the vast amount of cases 
customers surrender 33 and one-third per cent in cash 
with as much alacrity as they did, 10 per cent. 

Deductions made in the light of this survey or any of 
its aspects must take into consideration the fact that the 
whole of Southern California is a vast industrial defense 
area—aircraft, shipbuilding, oil. It is studded with mili- 
tary concentrations comprising all branches of our 
armed forces. All communities of the area, therefore, 
are experiencing increases both in population and buying 
power. 

The lesser-paid soldiers, like the multitudinous de- 
fense workers, are brisk buyers. Towns directly on the 
coast, especially, report Army men to. be “good spend- 
ers” on gifts for the “folks back home,” the “girls they 
left behind.” Defense workers as a group buy all man- 
ner of jewelers’ merchandise; the soldiers, watches, 
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bracelets, brooches, pins, necklaces, wallets, etc., in addi- 
tion to being heavy clients of the repair department, 
notably in watches and also for ring sizing and en- 
graving. 

To conclude, Southern: California jewelers have yet 
to find any panacea, any magic formula to banish over- 
night the problems that attend the curtailment, on every 
hand, of non-defense manufacture. However, some of 
the points listed below, all of them in effect among the 
jewelers comprising this survey, may be of general help 
to jewelers, whatever community they serve throughout 
the nation: 

i. Concentrate sales energy on goods you can replace. 

2. Wherever you can, try higher-priced units. The 
greater dollar volume from these may offset lost sales 
volume. 

8. Seek quality-conscious “shoppers.” Satisfy that 
quality-consciousness by no matter how small a sale and, 
likely, you will have gained a new and steady customer. 

4. Build prestige now. If your establishment survives 
the war, so will its reputation. Bad reputation can kill 
your business where the war did not. 

5. If as a jeweler you have skill as an artisan, decide 
how that skill may be applied to produce better repair 
work, finer engraving, remodeling, etc.—or wholly new 
merchandise of your own original design. 

6. Let your thinking be inventive, imaginative—your 
buying habits intelligently elastic. Don’t pass up avail- 
able lines of merchandise because you've never carried 
them, don’t know how they would sell. Find out by 
trying them—experimentally and with moderation, of 
course. 

7. Adopt the “survival of the fittest policy’—and 
make yourself fit. 

8. Be optimistic. 


CIRCUS PROMOTION SELLS JEWELRY, WATCHES 

(From page 51) 
a lion was shown jumping through a paper-covered 
hoop as the trainer cracks his whip. In another three 
lions were seated on tiny animal act pedestals around 
the ring while a tiger in the center was put through his 
paces by the ring-master. All the figures were colored 
carboard cut-outs such as can be found in any toy de- 
partment. 

In the hoop and lion window, a selection of diamond 
rings priced from $55 to $200—each with the price 
plainly marked—was grouped around the central display 
with appropriate copy cards, including a cut-out of a 
ring-master announcing, “Next, we present the greatest 
diamond values in Omaha.” Watches were similarly fea- 
tured in the other animal act window. 

A third window bore the legend, “Costume Jewelry 
Side Show.” Across the back of the window floor, within 
the tent, was a row of five toy circus cages in each of 
which were two or three pieces of costume jewelry in 
the form of various animals, while in the foreground 
was a further array of costume jewelry in the popular 
bird, beast, and fish designs. Another ring-master cut- 
out in the left hand front corner of the window pro- 
claimed, ‘‘Ladies and Gentlemen! Presenting the great- 
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est collection of costume jewelry ever gathered in one 
store.” Prices on all pieces, as in the other windows, 
were plainly shown. 

The fourth window represented the carnival section 
with a white cloth stretched across the back in the center 
of which was painted a circle with a clown’s face show- 
ing through and the legend “Make a Bullseye.” Five 
Balls, 10c.”” A display card at the left read, “Our aim 
matches yours and we both score bullseyes for quality.” 
Merchandise shown consisted of an assortment of gift 
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Allgaier-Smith used large-space newspaper advertisements to win 
attention for its ‘Diamond Fair." 


items for men, including cigarette lighters, leather goods, 
rings and other men’s jewelry. 

It will be noted that, though the “Diamond Fair” 
theme was used throughout, a wide variety of other mer- 
chandise was displayed, thus extending the sales im- 
petus to every department of the store. The same cireus 
atmosphere was also carried out in the firm’s newspaper 
advertising throughout the campaign which ran for two 
weeks. (Note the sample reproduced on this page.) 
And the entire promotion resulted in much favorable 
comment and publicity. Window gazers and store traffic 
both were at a high point, and the volume of actual 
business secured was highly gratifying, being well ahead 
of the corresponding two weeks of 1941. 

The whole event again proved that a new and differ- 
ent slant on advertising and displays do produce worth- 
while results. 


Do you KNow that women are crowding into men’s 
and boys’ departments to pick up masculine shirts for 
feminine uniforms? That means you'll be selling collar 
pins! Run an ad or devote a small window space to an 
assortment of these pins not usually associated with 
women and set in this message, ‘Calling all women in 
uniform! Perfect pins for perfect service shirts be- 


cause you prefer men’s and boys’ for your ‘on duty’ 
hours !”” 
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AN "EXTRA" GIFT LIFTS VOLUME 
(From page 47) 
trimmed coat hanger and then discover, eventually, the 
real present. The Combs store had to reorder three 
times on padded coat hangers last Christmas, and is 
finding the idea just as good now as it was during the 
holidays. 

(3) Should the customer select a handbag as a gift, 
the clerk suggests enclosing a purse-size bottle of per- 
fume. If the customer buys a dresser set, the clerk sug- 
gests a manicure set to go with it. 

All of the clerks acquired the spirit of co-operating 
with customers in adding distinction and a surprise ele- 
ment to their gift packages with the result that every 
one of them sold more merchandise than ever before. 
The same methods have proved equally effective in in- 
creasing gift sales throughout the year. 

Another idea which helped to increase giftware sales 
at Christmas time, and which is being continued because 
of its effectiveness, is the use of articles from the gift 
room as display props for the jewelry used in window 
displays. For example, a string of pearls is displayed 
with the help of a figurine of a man and a woman, the 
man handing the pearls to the woman. Decorative ash 
trays are used to hold brooches, bracelets, and other 
jewelry displayed in the window. Big sales of figurines 
and other gift accessories in the Combs store last Christ- 
mas were largely due to the incidental window display 
they received in this fashion. Moreover, such display 
did not lessen, but actually enhanced the showing of 
more profitable lines such as jewelry and watches. The 
idea is just as good now as it was last December. 

Similarly, Schwarzschild Bros., Inc., in Richmond, 
Va., are finding that an idea developed for the promotion 
of $5 Christraas gifts is equally good throughout the 
year. It is an oval display table with two built-in 
shelves beneath each end, and several removable oval 
platforms which rest on the table top. Schwarzschild’s 
have found the $5 grouping of gift items a very success- 
ful answer to cheap department store competition. To 
some extent the display is a clean-up table for left-overs. 
Sometimes, good but discontinued china and glass items 
are combined with a piece of silver and sold as a unit. 
Thus a cream dish or bouillon cup is shown with a silver 
mayonnaise ladle, or a glass bread and butter plate with 
a lemon fork or cheese knife. Another good combina- 


‘tion has proved to be a service or dinner plate, left-over 


from regular stock, displayed and sold with a clip-on, 
gilded metal handle. The 75 or 80 items on the £5 gift 
table are mainly sterling: cake and sandwich plates, 
compotes, sugar bowls and cream pitchers, candlesticks, 
ash trays, and vases. Ordinarily no plated ware is dis- 
played on the $5 table. In further competition with 
department stores, Schwarzschild’s engrave one Old 
English letter, free, on any sterling silver item selected 
from the gift table. 

An equally interesting promotion of silver gifts by 
means of display is being done by the C. B. Brown Com- 
pany in Omaha, Neb. This is a year-round display of 
sterling silver salt and pepper shakers which have their 
own small, but prominent display case. Thirty different 
patterns are shown, including salt dishes and individual 
sets of salt and pepper shakers. This display has proved 
its effectiveness in increasing gift sales throughout the 
vear. 
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IDEAS... 
OSE = 
OUR IMPORTANT “DAYS?” are looming within 
the next few weeks. Here’s a simple display idea 
which may be used aptly for each of them by the change, 
easily enough, only of the identifying window card. 
The beauty of the idea is that at one and the same time 
you tie in with the news of the day, promote the sale 
of war stamps, and also display your merchandise. Just 
simulate a serene blue sky at the top and back of your 
window and on the expanse paste silver stars. Within 
each star, attach a War Savings Stamp. Let your win- 
dow card read, “Help to Preserve the Freedom of Our 
Skies . . . Buy Stamps in Honor of ( ).” The 
first time you use the window insert “National Aviation 
Day,’ and time the display for Aug. 19. The other 
patriotic days are Sept 13, the birthday of The Star- 
Spangled Banner which was written in 1814; Sept. 14- 
19, Constitution Week, and Sept. 25, the enactment of 
the Bill of Rights in 1789. On the floor of the window 
display appropriate pins, clips, insignias, ete. 
* * * 








INTERESTED IN A NEW SLOGAN? How about “Two 
Names Belong on Every Gift of Jewelry—YOURS 
Se (Name of your store).” 

* * * 

WITH WEDDINGS HAPPENING in such haste these days, 
the bride becomes wedded for life to the.store that comes 
to her rescue. Gimbels, New York, pointed up their 
reliability in the face of rush by staging a Hasty Wed- 
ding Show to demonstrate how to do up a “hasty- 
furlough wedding down to the last perfect exciting de- 
tail.” The store’s budget adviser told how to make an 
Army or Navy pay-check take care of two. Final fillip: 
a great, snowy, exciting bride’s bouquet made of 100 
ten-cent war stamps fluttering from its yards of white 
ribbon was thrown into the crowd after the show. When 
announcing the whole promotion, display that bouquet in 


our wi ! 
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Have you CAPITALIZED upon the repair-renovate-con- 
serve campaign? It will cost hardly anything and will 
bring you valuable publicity if you offer to supply your 
local paper with a series of pictures and hints on “How 
to save your silverware by proper daily care.” Treat of 
kitchen storage, dining room storage, washing, sharpen- 
ing of carving cutlery, etc., giving both the wrong and 
right methods. In return for the information and pic- 
tures, ask your paper for a credit line. 

* * * 

Lovin@ RELATIVES respond quickly these days to ideas 
that enable them to show their interest in and considera- 
tion for people in service. That’s why you'll get a re- 
Sponse like the enthusiastic one accorded the Madison 
Avenue jeweler who set every conceivable variety of 
protective glasses in his window with the message, “Sun- 
glasses for Men in Service . . . their eyes need protec- 
tion, too.” Added thought: for people serving all over 
the globe the need for such dark glasses is not limited 
to our sun-full summer months. You can sell protective 
glasses all year ’round to the families of men and 
women in service! 


FoR AuGust, 1942 











A ( 
vYest Coast 


exquisite Zircon ee 
: 
examples of the ring make 

= ie d expert craft- 


ir fine artistry an 7 
sine " pepresentative of all ee 
pet which bears the name of CHUR 

In the rings pictured here, oe 
, i is mounte - 
‘viant, blue Zireon 16 : 

peerea: in a 14 karat yellow gold se 
ua of distinctive design- ae 

ying with the diamonds (No. : 
re wd at $90.00, Keystone. The other 
ri 


(No. 2614) is priced at $60.00, 


flere are two 


: prehen- — 
re only two of a com . 
aaa rings, bracelets, pendants, 
beoachion and other fine jewelry- 


CHURCH xs COMPANY 


MANUFACTURING JEWELERS 


i 


336 MULBERRY ST. y-va@ NEWARK, N. J. 


r - ie s SE eee ee 
G. AH. OTTO 209 POST SI. SAN FRANCISCO 





TA RELA 


c 


¥ 
a) 


nn A 


This bride will get more silver—because Clarence S. Coleman, of Donavan & Sea- 
man's, has persuaded the mother to buy all the flatware. Friends who otherwise 
would have given spoons, knives, etc., now will purchase matching hollowware pieces. 


For More Bridal Silver 
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Discover Jewelers Quality, 
and Prestige Costs 
Even” Less 
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XS 
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Sterling >! 


ilver fu! 
Early Dutch En glish design 


GIRL GRADUATE 

Sterling parine aacenie 

dressing or 8 
€redit Policy ronal winch 708. sary 
Available vet Federal Reser . 


a” Sterling Sil 
Handsome 7'4 

Dish of many uses, very we 
value..--——-—— 


Prices iaclede Wy Federd To 
Charge accounts easily arranged 


The beginner's set of 24 pieces— 
four six-piece place settings—is 
emphasized in Donavan & Sea- 
mans Co. advertising, to show the 
range in design and price of fine 
sterling. Low-priced gifts of ster- 
ling hollowware for various occa- 
sions are stressed at the right. 


Donavan & Seaman's display flatware place settings on lace doilies. 


By LUCIUS S. FLINT 


°¢@ T’S your responsibility to buy the bride’s flatware,” 

Donavan & Seamans Co., jewelers at 435 W. 7th 
St., Los Angeles, tell parents in financially able families. 
Thus, friends and relatives are encouraged to buy the 
hollowware; the bride enjoys a larger quantity of 
matched silver pieces; and the store regains substantial 
business that jewelers in general have lacked in recent 
years. 

“We feel that the ‘buy it by the piece’ idea in con- 
nection with flatware can be overdone,” says Manager 
James G. Donavan. ‘That plan Was designed to make 
good silver available to those who couldn’t afford it 
otherwise. 

“But since it’s become the accepted thing for every 
girl to let her friends furnish the flatware, numbers of 
families who can easily afford to buy the bride 20 ser- 
vices of the finest flatware are simply shirking that re- 
sponsibility and allowing the friends to do it. That's 

(Please turn to page 102) 
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While Wallace has turned most of its 


production facilities over to war work, 
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amited production on its important 


sterling flatware patterns continues, 
and established Wallace dealers will 


enjoy priority consideration on orders. 


Wallace advertising schedules 
are beng maintained this fall. 
See reproductions on the insert 
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Buying-Clubs Boost Silver Sales 


Silverware clubs. buying from R. Harris & Ce., are a Washington “tradition”’: 
promoters, mostly among office workers, get 10%, merchandise commission 


by STEPHEN BENNETT 


HE chief clerk in the office of an insurance com- 
pany in Washington approached her colleagves 
with the following proposition: 

“I’m organizing a silverware club with R. Harris & 
Co. If you want to join, it will cost you $2 a month. 
When I have 12 members and the money is paid in we 
will have a drawing to see who is entitled to the first 
credit of $24. Each month afterward another member 
will receive a similar credit. All, of course, continue 
paying each month—it’s not a ‘something for nothing’ 
game but a method whereby you gamble on receiving 
your silverware before paying the whole amount.” 

According to Frank Geraci, secretary of the Harris 
firm, the clubs started many years ago when one of 
their salesmen organized a hand-painted china club and 
thought that the same idea might be applied to silver 
merchandising. Growth of the clubs was gradual at 
first, but today the store has several thousand in opera- 
tion. The firm no longer solicits or promotes these clubs 
—they start and continue of their own momentum. At 
present it requires the full time of a clerk to keep up 
with silver payments, and an electrical bookkeeping 
machine is necessary to post the accounts. 

The basis of the clubs, both in their formation and 
continuance, lies in incentive. Promoters organize clubs 
for what they can get out of it; i.e., a 10 per cent com- 
mission in merchandise. Members join in the hope that 
they will be able to receive merchandise before making 
full payment. The firm, of course, benefits by attracting 
customers who might otherwise never think of buying 
silver were it not for the fact that a club of this sort 
aroused their enthusiasm. By no means limited to pur- 
chases of silver; members may buy anything in the 
store—diamonds, watches, jewelry, flatware or anything 
else on display. The success of the club lies in having 
a large stock to choose from since people naturally 
want to join a club at a store with a large variety of 
merchandise. 

The basic operation of the Harris silver clubs is 
quite simple. After organizing a group, the promoter 
collects the money and turns it in at the store, receiv- 
ing in exchange a receipt and a credit slip for $24 for 
the first month’s winner. A 10 per cent commission, 
payable in merchandise, is also credited to the promoter 
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for her trouble in collecting the money and bringing it 
in. By giving the promoter 10 per cent in merchandise, 
of course, it does not cost the firm more than 6 per cent 
to operate the club. This, it will be agreed, is a low 
figure for an outside salesman who brings money into 
the store in advance of the sale and cuts collection costs 
to nothing. 

The advantage of the club plan for the retailer is 
obvious: many people who might otherwise never think 
of buying silverware or other jewelry if they had to 
pay $24 in a lump sum, are attracted to the store. 
Young people, to whom the notion of buying silver never 
occurred because of their small incomes, gladly join 
such clubs when the arrangement is presented to them 
in such an attractive manner. While actually a method 
of budget buying, the element of chance involved ap- 
peals to many people with mild but definite gaming 
instincts. 

Credit jewelers, of course, will not find silver clubs 
particularly attractive since they obtain substantially 
the same sort of customer by other selling methods. 
Jewelers of the “cash” and “open charge’’ variety, 
however, see the plan as a method of interesting people 
who might normally be attracted to credit establish- 
ments, without the necessity of relaxing their straight 
cash policy. Operation of the clubs implies no conflict 
with credit regulations since the merchant is paid in 
full for his merchandise at the time of the sale. The 
club members, however, have the advantage of dealing 
with the largest and most respected jewelry store in 
town, one with a large stock of merchandise. In addi- — 
tion, members are not burdened with carrying charges — 
and other credit fees. . 

The average cash jeweler should experience no diffi- — 
culty in starting the ball rolling by promoting silver 
clubs and securing trade which might otherwise never — 
be his. Calling at various business concerns—gas com- ~ 
pany, electric light and power company, railroad, steam- 
ship, express, insurance, real estate offices—a represen-_ 
tative of the firm makes inquiry for the most popular 
girl in the office. Or, the office manager or chief clerk — 
may be approached (even if a man) because of the a 
theoretical influence such a person has over employees — 


(Please turn to page 107) 
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WALLACE 


his glorious pattern is the mood of Grandeur, in precious 

Sterling. It is a Gala Art Performance in the joyous Baroque 

periods. It glorifies the much desired hand-wrought qualities of intri- 
cate openwork and full-formed, 3rd Dimension Beauty. It is definitely 
an ‘‘Art Treasure’. . . a most useful investment that will declare 


handsome dividends to its proud possessor, for generations to come, 
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the newest and finest of all ‘‘plain” 


patterns is in the American tradition. 


Colonial Fiddle Motif, full 3rd dimension 
form...and soft glowing opalescent finish, 
exclusive in this pattern. Authentic 
Master Craftsmanship patterns by | 
Wallace Silversmiths are featured by 
important jewelers and silver depart- 


ments from coast to coast. 






e™, his is the mood of divine ecstasy .... Here 
~_J# Comes the Bride. She is wearing a priceless 
Rose Point veil (and not by coincidence, her Sterling is 
Rose Point). The groom is in uniform. The guests are 
enchanted. And romantic Rose Point Lace ...and Rose 
Point Sterling are the exciting topics of conversation. 


Grand Colonial is the newest and finest of all? 
patterns. Colonial Fiddle Motif, full 3rd dimension 
and exclusive soft glowing opalescent finish. Au 
Master Craftsmanship patterns by Wallace Silvers 
are featured by important jewelers and silver 
ments from coast to coast. Booklet on request. 


SILVER SMI@ 


GRANDE BAROQUE SIR CHRISTOPHER NORMANDIE STRADIVARI WALLINGFORD, CONNECT 














Shows Table Settings to Sehool Girls 


Home economics teachers of Baton Rouge welcome the opportunity to bring 


their classes to the Rider Jewelry Co., where the girls gain 


first-hand knowledge and appreciation of silverware. china and crystal 


by ROBERTIA. LATIMER 


“WY HOSO neglects learning in his youth is dead 
for the future,” wrote an ancient poet. 

By educating the ‘teen-age girls and young college 
women of Baton Rouge, La., on the fine points of china- 
ware, crystal and silver, the Rider Jewelry Co. builds 
an early appreciation of correct table-setting and creates 
intelligent and loyal customers for time to come. 

Since 1934, S. G. Goldberg, the Rider store executive, 
has invited home economics teachers of local high schools 
and Louisiana State University to bring their classes to 
the jewelry store, to gain first-hand, practical informa- 
tion about china, glass and silverware. The classes are 
conducted through the store, from one end to the other, 
about twice a month through the school year, ranging 
from 10 to 30 girls at a time, all of whom spend from 
45 minutes to an hour in the store, each personally wel- 
comed, and encouraged to ask questions. 

Mr. Goldberg has found it is not easy to talk to 25 
or 30 girls at a time; instead he prefers to work with 
small groups of 10 to 12 at a time, each of whom can 
be given more personal treatment. 

“We find that well-bred college girls, though thor- 
oughly versed on international relations, the war, and 
other such subjects, are abysmally ignorant of funda- 
mentals of fine china manufacture,” he said. “The ques- 
tion most frequently asked is ‘What is the difference 
between bone china and plain china?’ It is easy to pick 
up a sample of each from our displays, and point out 
that all china has some bone content, but that bone china 
itself has the largest content. 

“We point out that American manufacturers can make 
as good plain china as any others in the world, and that 
imported English ware is not the only source of this 
type of china. We want the girls to come out as well 
educated as possible, and thoroughly sold on the jewelry 
store, as well as the niceties of fine home furnishings.” 

In line with the latter thought, Charles Hennings, a 
salesman in the store, who was formerly with an English 
bone china manufacturing firm, has written an authori- 
tative talk for the girls on bone china, its history, produc- 
tion, and ““Americanization.” Kept short, interesting, and 
composed of specific topics which the girls can easily 
remember, this has gone a long way toward making real 
education, instead of an afternoor's divertissement, of 
the trip to the store. Quite often, Mr. Goldberg has 
been asked for reprints of it by teachers and class stu- 


FoR AuGust, 1942 


dents themselves, as an example of how well the idea has 
gone over. 

During the visit to the store, the classes are supplied 
with samples of china and glass to study, and a table 
setting demonstration is always put on. In this effort, 
Rider Jewelry Co. attempts to simplify the job of set- 
ting various types of tables for the audience, pointing 
out the composition of formal] settings, luncheon settings, 
ete. 

Bone china, plain china, earthenware, and novelty 
materials are used, with no emphasis whatsoever on 
price or brand. The store management takes the atti- 
tude of joking with the girls, pointing out that within 
three or four years they will be regarding table setting 
as a task, rather than a pleasure, and stating that they 
had better learn it now. Immediately following this 
comes the most interesting phase of the program, one 
which Mr. Goldberg feels any jeweler can apply well 
to his own education. This is a “quiz” in which he asks 
the girls to tell their opinions of the merchandise he has 
shown them. He asks, “Do you like a simple pattern?,” 
“Do you feel extra roses would improve this plate?,” 
“Ts this too simple ?—too gaudy?” 

Going over these points, Mr. Goldberg gets a concrete 
idea of what his young visitors like and dislike, and can 
profit from it in a dozen ways. Incidentally, he does not 
require that girls register their names and addresses, or 
attempt to commercialize immediately in any way. In- 
stead, the store depends upon their good will. 

Mr. Goldberg first considered these home economics 
class visits as an experiment; but now the number of 
girls who have returned to shop as brides has convinced 
him that his talks to the classes have been among the 
store’s most successful promotions. 

When Louisiana State University started a window 
display class, Rider Jewelry Co. telephoned the pro- 
fessor in charge, and offered cooperation in the form of 
display materials, china and glass, and even jewelry if 
the class wished it. Fine velvets and silks, “action 
pieces” props, display shelving and similar materials are 
all well accepted, and put immediately to use. In return 
for supplying these items, the university invited him to 
judge a competition in commercial window display, 
opening the road to personal acquaintanceship with 
many students. “Cultivate the youngsters now,” Mr. 
Goldberg summed up. “For they are only a few years 
away from being the customers who will support the 
store later on.” 
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Rutherford's gift sales of silver, crystal and china are helped by 
a card index of the patterns owned by Gainesville, Fla., women. 


They Say, “Thanks | ~ 


by FRED E. KUNKEL 


HILE the use of a card-index system of birth- 

days and anniversaries is by no means a new one 
among jewelry and gift-ware merchants, the shrewd ap- 
proach used by. Bessie Rutherford in her gift shop at 
Gainesville, Fla., is so scientifically sound that results 
are almost guaranteed to follow. 

Employing common, every-day psychology, Miss 
Rutherford pits two well-known facts against each other 
in her use of an index: the fact that every woman has 
definite notions as to the sort of gifts she would like to 
receive, and the fact that every man, when suddenly 
confronted with an approaching birthday or anniversary, 
will leap at suggestions which he realizes will please the 
lady in the case. 

The basis of the index used by Miss Rutherford is a 
questionnaire listing the items of china, glassware and 
silver already possessed by the housewife. In many cases 
the ladies volunteered this information, aware of the fact 
that the shop would follow it through with a reminder 
to the husband. To round out the file, a woman was paid 
15 cents a name for a house-to-house canvass of the 
town, a job which took three months to complete but 
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Birthdays and anniversaries are listed on the cards, besides 
names of patterns. When card appears in tickler file, 
the store calls relative or friend—often generates a sale. 


which repaid itself tenfold in the end. The questionnaire 
sought the following information: 


Do you have a pattern started in china? ...... Yes ...NO su 


Kind of china you have or prefer 

Kind of crystal you have or prefer 

Kind of silver you have or prefer... 

If you have a pattern started list pieces in need of now on back 
Birthday Month of 

Anniversary Month of 

Remarks: 

(Under this heading the woman would write: wants so and s0) 


Once in possession of this material, the compiling of 
the index has been simple. A 3 x 5 card is used, listing 
the months across the top. Underneath appears the data 
transcribed from the questionnaire and on the rear of 
the card is written the name of the party to be reminded 
of approaching birthdays and anniversaries. The cards 
are then filed in ‘a tickler file according to months, and 
five days before the event Miss Rutherford sends a re- 
minder to relatives and friends of the person having the 
birthday or anniversary. Practically everyone receiving 
the notes is pleased at the hint, considering the whole 
affair a delightful secret. Many of them dash right in 

(Please turn to page 103) 
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STERLING SILVER AFTER- 
DINNER COFFEE OR 
CHOCOLATE SET 
Figs. A, B, C. 






HURRICANE LAMP DESIGN 
STERLING SILVER 
SALTS AND PEPPERS 


U. S$. Patent No. 2026738 





OR the discriminating jeweler and his discriminating customers 

who appreciate the finer things, Quaker’s designers and craftsmen 
have created a series of small pieces of sterling hollowware of patrician 
line and quality. 


In them breathes the spirit and charm of the great period of Early 
American design, translated by skilled artisans into gleaming pitchers, 
bowls, coffee pots, salt and pepper shakers that are a happy marriage . 
of beauty and utility. Substantially wrought, superbly finished, they 
are worthy to grace the finest home—pieces that bring both pride and 
profits to the jeweler who sells them. 





The selections pictured here are only a few of the notable and fast 
selling items in the Quaker line, headed by the tremendously popular 
“Hurricane Lamp” salt and pepper shakers in sterling and crystal, on 
all of which deliveries can still be made in ample time for Christmas 
merchandising. 


Send for details and price. 


QUAKER SILVER COMPANY, INC. 


North Attleboro Mass. 
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cutting part formed as a projeec- 
tion to cut a seat in the barrel for 
the cover; or for cutting .on the 
bottom of the barrel without alter- 
ing the mainspring hook, etc. 

Hooke, Robert. English mathema- 
tician and physicist (1635-1705), 
inventor of the anchor recoil es- 
capement. for clocks with seconds 
pendulums, 1676; disputed with 
Huyghens the invention of spiral 
spring (hairspring) for controlling 
motion of watch balance. See 
HUYGHENS, CHRISTIAN. 

hook escapement. Common name for 
virgule escapement, developed to 
its final form by J. A. Lepine, 
Paris, about 1780, as an improve- 
ment on the cylinder escapement; 
it did not fulfill his hopes because 
of its inability to retain oil on its 
acting parts. 

Hooke’s law. A principle in mechan- 
ics discovered by Robert Hooke, 
basic to the action of hairsprings 
and other springs in _ horology, 
which he stated in Latin: “ut ten- 
sio sic vis” (“as the tension, so the 
force’’); i.e., in an elastic material, 
strain is proportional to stress; the 
value of stress at which a sub- 
stance ceases to obey Hooke’s law 
is known as the elastic limit. See 
HOOKE, ROBERT. 

hook-piece. English term for a 
gathering pallet, that operates in 
connection with a rack in striking 
watches and clocks. See HOUR 
RACK;. HOUR SNAIL. 

hoop wheel. In clock striking work, 
a disc with a notch for a detent to 
stop the train at a position to al- 
low the warning pin wheel to make 
a portion of a turn before begin- 
ning the striking of next hour. 

Hope, Thomas P. A wealthy British 
banker and collector of gem stones 
who built up a collection of unusu- 
ally fine gems. See following ref- 
erences. 

Hope cat’s-eye. A large stone, nearly 
hemispherical in shape and 1% 
inches in diameter, which was once 
in the Hope collection; said to have 
been cut to show a picture of an 
altar surmounted by a torch. 

Hope chrysoberyl. A flawless, yel- 
lowish-green 45-ct. chrysoberyl 
said to be by far the finest cut 
example of this gem in existence. 
Once in the Hope collection, it is 
now in the British Museum (Na- 
tural History). 

Hope diamond. The best known of 
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hood graver. A hand-turning tool, its_ 








the gems of this famous collection. 

A fine blue diamond, 44.4-ct. in 
weight, once in the Hope collection 
and sold in 1911 to Edward Mac- 
Lean of Washington, D. C. The 
stone is probably the larger por- 
tion of one bought by Tavernier 
and sold to Louis XIV in 1668. 
Stolen in 1792, it was never re- 
covered, but this stone turned up 
in 1830 and for several reasons is 
believed to be the principal part 
of the original pear-shaped French 
gem. 

Hope-Jones, Frank. English horo- 
logical engineer (1868—), made 
many inventions in electrical time- 
keeping systems; co-inventor with 
Wm. H. Shortt of the Shortt clock 
for astronomy and other scientific 
uses, the most accurate pendulum 
clock in use. 

Hope pearl. The largest known pre- 
cious pearl of modern times, it is 
nearly cylindrical in form, 2% 
inches in length and 4% inches in 
circumference; it weighs about 
1800 grains. It is mostly white, 
but one end has a bronze tint. It 
was once in the Hope collection, 
and is now in the British Museum. 

Hope sapphire. According to Herbert- 
Smith, “By an unsurpassable effort 
of nomenclature these blue stones 
(synthetic cobalt-pigmented corun- 
dums to which so much magnesia 
had been added that they became 
spinels) were given the extraordi- 
nary name of ‘Hope sapphire’ from 
fanciful analogy to the famous 
blue diamond, which was once the 
pride of the Hope collection.” 

Horatio diamond. Misnomer for rock 
crystal from Arkansas, 

horizontal escapement. The cylinder 
escapement. “Horizontal” was ap- 
plied as first descriptive terms, be- 
cause the escape-wheel is in hori- 
zontal plane with movement plates, 
whereas the earlier verge escape 
wheel! is at a right angle or ver- 
tical to the plates; the change of 
term from “horizontal” to “ cylin- 
der” came about gradually after 
the verge or “vertical” escapement 
went out of use and when all 
escapements then had horizontal 
escape wheels, requiring a new 
term to differentiate the horizon- 
tal-cylinder escapement from the 
others. 

horizontal positions. In adjusting 

watches to positions, the “dial-up” 

and “dial-down” positions of the 
watch during timing. 











Anvil for watchmakers’ 


« 


horn anvil. 
and jewelers’ use, 
with a projection of 
pointed form to en- 
ter small openings 
for riveting and 
forging operations. 

hornblende. Loosely 
used for the amphibole series, it is 
a member of that series, dark in 
color and without gem use. See 
AMPHIBOLE. 

horn cement. Special cement for mend- 
ing broken articles of horn or bone, 
made by dissolving 5 parts gum 
mastic in 6 parts linseed oil and 
2 parts turpentine. 

horncoral. See BLACK CORAL. 

horn lap. A rotary lap made of tor- 
toise shell or other natural horn 
substance, and charged with fine 
abrasive for polishing. 

horns. On the fork of a lever escape- 
ment, projections on each side of 
the fork slot, for providing safety- 
action during unlocking and im- 
pulse. See FORK. 

hornstone. A fine-grained variety of 
quartz, named from the similarity 
of appearance of some of the ma- 
terial to cow horn. It has a splin- 
tery fracture and grades _ into 
chalcedony and jasper. In color it 
is gray, brown, yellow, green or 
black. Schlossmacher includes apri- 
cotine and jasper as varieties. To- 
day only attractively-colored pieces 
are cut; these would now be called 
jasper, so it is no longer of any 
gem significance. 

horologist. One who practices horol- 
ogy; especially, one who is learned 
in theory and highly skilled in prac- 
tice of horology. 

horology. The science of time mea- 
surement, including the art of de- 
signing and constructing  time- 
pieces. 

horometer. Modern precision sun-dial. 
See SUNDIAL. 

horse-timer. Popular term for chrono- 
graph watch as used for timing 
speed of horses in races. See 
CHRONOGRAPH. 

Hot Springs diamond. Misnomer for 
rock crystal from Hot Springs, 
Ark. 

hour. A measure of time equal to one 

twenty-fourth part of a day. As 

there are two kinds of days, solar 
and sidereal, so there are solar 
hours and sidereal hours; the 
sidereal hour is shorter than the 
solar hour by 9.856 solar seconds. 
See TIME. 





Horn Anvil 





THE JEWELERS’ CIRCULAR-KEYSTONE 














. 
eS . oe ae 
’ 


s 
we 
ome 
——— 


’ 
Se 

A@ 
= 
“? 

ban 

= 
baal 


= 





2 
For Aucust, 194 


New YOr«, "70 ®ROADWway 
SHICagg ERC HANDS g Many 
®08 Ton 104, 


ie Stari ep Soo. 





A JEWELERS' DICTIONARY 
(From page 96) 


hour angle. Angle, measured in hours, 
minutes and seconds of time, which 
the declination circle of a star or 
planet makes with an observer’s 
meridian, at the celestial pole. See 
NAVIGATION; TIME DETERMINATION. 

hour glass. Time-measuring instru- 
ment of medieval 
origin, consisting of 
two glass bulbs con- 
nected by a_ small 
opening, through 
which sand flows 
from the upper to 
the lower bulb, emp- 
tying it in an hour, 
when the glass is 
turned upside down 
to make the_ next 
hour’s run. 

hourly controller. Mechanism for au- 
tomatically setting a clock to cor- 
rect time every hour by an elec- 
trical impulse on a circuit wired to 
an accurate clock at a central sta- 
tion. This system differs from 
master - and - secondary clock sys- 
tems in that the clocks controlled 
are each a selt-driven unit, instead 
of dependent for motion on cur- 
rent from central clock. 

hour rack. In striking clock work, a 
toothed metal arc, one notch of 
which is picked up by the gathering 
pallet for each hour struck. See 
HOUR SNAIL. 

hour snail. In striking clock work, a 
disc on the hour-wheel, its rim cut 
into 12 steps, to govern the num- 
bet of strokes for each hour, by 
stopping the tail-pin of the rack 
when the latter is released at each 
hour. 

hour wheel. The gear-wheel in the dial 
train of a timepiece which is turned 
by the minute pinion, and on which 
is attached the hour hand. 

hour-wheel pipe. A tubular extension 
on the hour wheel, surrounding the 
cannon pinion, extending through 
the central hole in the dial, and 
carrying on its outer end the hour 
hand of a timepiece. 

Houses of Parliament clock. The great 
tower clock at Westminster, Lon- 


Hour Glass 


don, popularly known all over the. 


world, as “Big Ben.” 

Howard, Edward. American watch 
and clock manufacturer (1813- 
1904), who with Aaron Dennison 
organized the first watch factory 
in U.S. A., The American Horologe 
Co., at Roxbury, Mass., in 1850. 
See DENNISON, A. L. 

hub. 1. The central part of a wheel; 
the arms or spokes connect radially 
the hub with the rim. 2. Fixed 
arbor on which winding-wheel 
turns. 3. Arbor for the barrel in 
a motor-barrel. 

hulls. Thin nacreous layers of pearl. 

humidity error. A slight slowing of 
rate in marine chronometers, due 
to increase of moisture in air. 

humper. Tweezers or pliers with jaws 
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formed to bend guard-pin forward 
or backward for adjusting guard- 
shake in lever escapement. See 
GUARD-SHAKE. 

Hungarian cat’s eye. A_ greenish 
quartz with fibrous amphibole in- 
clusions from the Bavarian Fich- 
telgebirge, which, incidently, were 
never in Hungary. 

Hungarian opal. Precious opal with a 
white, milky ground color and live- 
ly small flecks of violet-blue, green 
and red. The Australian opal pro- 
duction has displaced the Hun- 
garian (Czechoslovakian) in the 
world market, and little is now 
mined. 

hunter. See HUNTING CASE. 

hunting case. A watch case on which 
the dial is covered by 
a lid that may be 
thrown open by 
pressing a button on 
the pendant; differ- 
entiated from open- 
face case, in which 
the dial is covered 
only by a glass or 
crystal. 

Huyghens, Christian. 

Dutch mathemati- 

cian and physicist 

(1629-1695), first to 

apply the pendulum 

principle discovered by Galileo to 
clockwork. It is disputed whether 
he or Robert Hooke invented the 
hairspring for watches. See HOOKE, 
ROBERT. 

hyacinth (hi’a-sinth). Properly ap- 
plied to orange, red and reddish- 
brown zircon, also used not unjus- 
tifiably for yellow and _ brown 
zircon. Its use for hessonite is erro- 
neous and confusing, as are false 
hyacinth, oriental hyacinth, and 
Ceylon hyacinth. 

hyacinth of Compostella. A reddish 
brown citrine quartz from the gyp- 
sum beds of St. Jago of Compos- 
tella. 

hyacinth-topas. HYACINTH. 

hyalite (high’ah-lite). A clear color- 
less opal, also called water opal, 
glass opal or Muller’s glass. Of no 
gem significance. 

hyalithe. A strong opaque glass re- 
sembling porcelain, in red, green, 
black, brown, etc. 

hydrochloric acid. Also called muriatic 
acid. An aqueous solution of hydro- 
gen chloride gas, used in jewelry 
work and horology for many pur- 
poses. A mixture of one part nitric 
acid and three to four parts hydro- 
chloric acid dissolves gold or plati- 
num; hydrochloric acid is used for 
removing temper-colors from steel, 
etc. See AQUA REGIA; TEMPERING. 

hydrofluoric acid. An aqueous solu- 
tion of hydrogen fluoride, used for 
etching glass, enamel, etc. 

hydrolite. ENHYDROS. 

hydrophane (high’dro-fane). A va- 
riety of brownish, yellowish, or 
greenish opal which absorbs large 
amounts of water and becomes al- 
most transparent. Upon drying out 


it again becomes opaque; the effect 
can be repeated indefinitely. It is 
of gem interest only because of 
this property and little used. It 
occurs in common opal, principally 
in Saxony. See PYROPHANE. 

hydrostatic weighing. Determination 
of specific gravity of the substance 
of an object by weighing it im- 
mersed in water, subtracting this 
weight from its weight in air, then 
stating the specific gravity as the 
ratio between (A) the weight in 
air, and (B) the difference found 
by the subtraction. 

hygrometer. Instrument for indicat- 
ing amount of moisture in air; 
sometimes used in astronomical 
clock vaults along with barometer, 
for controlling atmospheric condi- 
tions affecting timekeeping of 
clocks. 

hypersthene (high’pers-theen). A va- 
riety of pyroxene, dark brown or 
green to black. Sometimes show- 
ing a metallic schiller luster and 
cut cabochon for collectors, but of 
no real gem significance. See 
PYROXENE. 


ice cream fork. A fork about the size 
of a tea spoon usually with four 
short tines, used when eating ice 
cream, or sherbets. 

iced tea spoon. A long spoon with an 
eliptical bowl used when serving 
iced tea, iced coffee, lemonade, etc. 

Iceland agate, or Icelandic agate. Er- 
roneous name for iridescent gray 
or brown obsidian. See OBSIDIAN. 

Iceland spar. Colorless, flawless cal- 
cite. Used in Nicol prisms for po- 
larizing microscopes and in di- 
chroscopes. For many years a cave 
in Iceland was the only source of 
this material, hence the name. 

ice spar. A colorless sanidine and a 
confusing alternate name for 
moonstone. 

ichthyopthalmite (ik-thee-ahf’ thal- 
mite). A fancy name for apophyl- 
lite, the English equivalent, “fish 
eye stone,” for this Greek root word 
having already been used for other 
things. 

icy flakes. Small internal cracks often 
present along twin boundaries, but 
sometimes developed within a dia- 
mond by overheating on the polish- 
ing lap. Icy is sometimes a term 
for a natural frosted surface on a 
diamond, like artifically burned 
stones. 

Idar agate (ee’dar). An agate found 
near the German gem-cutting cen- 
ter at Idar-Oberstein. This accur- 
rence was the fundamental cause 
of the growth of the industry at 
that spot. In general they are 
smaller agates, not to be compared 
with the  Brazilian-Uruguayan 
agates of today. 

I. D. B. act. The Illicit Diamond Buy- 
ing Act, a South African law 
against unlicensed trade in dia- 
monds. 
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..- AND HERE’S WHY 


The success of Watson Sterling is the news 
of the day in flatware. Authentic “museum 
piece” designs have put this fine solid silver 
in top sale brackets, as you no doubt are 
hearing. It isn’t design alone that accounts 
for Watson success — people can see that in 
weight, depth of cut, every quality detail, 
Watson sets a new high standard. 

You'll want to feature the Watson “muse- 
um series” more than ever this Fall. It’s the 
easy way to draw more Sterling business. 
Write for complete details of the Fall sales- 
building program including pictures of at- 
tractive new displays. The Watson Company, 
882 Watson Park, Attleboro, Massachusetts. 


abson 







ad 10 ¥3 


react ann 








MODERN SILVER WITH THE BEAUTY 





FOR AuGusT, 1942 





THAT ST. 
AY FRES 
Howcan you be sure thes 


You choose will 2 terling silver 
the years? 1 keep its beauty through 





H FOR A LIFETIME 
have been 

. Pleces for c 

. ilver look for the details of When these me 















recreating famo 


P US muse 
nNOisseurs of ‘um 


fine silver, 





See the twel, 
mn relve lovely Fat. 
ped, omnes surprisingly moderne “Sate 
= n Windsor lust.) 
os 10¢ for bookler “Some ane ; 
pany, 1492 Watson Pork, 1 lesceced : 















As advertised in LIFE, TOWN 
& COUNTRY, BRIDES MAG- 
AZINE, etc. The same historic 
treasures which for 66 years 
have inspired Watson silver- 
smiths in creating fine hol- 
loware are now source material 
for Watson Sterling. These love- 
ly designs are proving a draw- 
ing card for dealers everywhere. 
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ideal brilliant. A much-used German 
phrase, referring to a brilliant cut- 
ting form with the theoretically 
correct angles to reflect the max- 
imum amount of light. The angles 
of an ideal brilliant cut topaz are 
very different from, say, an ideal 
diamond brilliant. The phrase and 
the problem is often discussed in 
German technical papers, with 
complicated mathematical formulae. 

idiochromatic (id’ee-o-kro-matiic). 
Mineral coloration due to essential 
elements of the composition of the 
mineral rather than to chance im- 
purities; the pigments of most 
gems. Turquoise and lazulite are 
examples of idiochromatic gems. 
See ALLOCHROMATIC. 

idle wheel. A wheel in a gear-train 
that does not affect the ratio of 
turns, interposed to change direc- 
tion of motion, or to accommodate 
a distance of centers that would 
otherwise be wrong for the re- 
quired ratio of turns. See CENTER 
DISTANCE. 

idocrase (eye’doe-kraze). The Brit- 
ish name for vesuvianite and now 
the accepted American name. It 
has not, however, come into gen- 
eral use in this country, despite 
the official blessing of the joint 
British and American Committee 
on Nomenclature. 

igmerald (igg’mer-ald). Trade name 
coined by the German dye trust, 
the I. G. Farbenindustrie, for syn- 
thetic emeralds of their manufac- 
ture. 


igneous rock (igg’nee-us). One of the 


three great classes of rocks, and 
the most fundamental of all. Ig- 
neous rocks are those which have 
formed as the result of the solidi- 
fication of a molten magma. Granite 
and basalt, pegmatite dikes and 
diamond pipes are examples of 
igneous rocks and formations. See 
SEDIMENTARY ROCKS; METAMORPHIC 
ROCKS. 

illam. The sedimentary gravel de- 
posits of Ceylon in which rubies 
and sapphires are found. 

ilmenite. A slightly magnetic, black 
iron titanium oxide, resembling 
hematite, occasionally cut as a gem 
for collectors. It can be distin- 
guished from hematite by the 
brown streak it leaves upon an un- 
glazed porcelain tile, in place of 
hematite’s red streak, and by its 
stronger response to a magnet. 

imitation gem. Non-precious or less- 
precious material so fashioned or 
treated as to resemble a precious 
or a more-precious gem. It usually 
refers to glass, bakelite or other 
plastics which have compositions 
differing greatly from the gems 
they simulate, but it is also used to 
describe natural stones so treated 
as to simulate more-precious ones, 
e.g., German lapis (agate dyed to 
resemble lapis lazuli). Glass com- 
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monly used to imitate a diamond 
consists of 300 parts of quartz, 470 
of red lead, 163 of potassium car- 
bonate, 22 of borax and 1 of white 
arsenic; manganese, cobalt, copper, 
iron or chromium pigments are 
added to simulate purple, blue, red, 
yellow-to-green, and green and red 
stones respectively. Glass imita- 
tions have a hardness of 5 to 6; are 
singly refractive and therefore do 
not show dichroism; have a refrec- 
tive index of 1.50 to 1.80; a specific 
gravity of 2.5 to 4.0; usually include 
air bubbles, and are warm to the 
touch. See GLASS; RHINESTONE; 
BRILLIANT; CHATON; PASTE; STRASS; 
AVENTURINE. Bakelite, a phenol- 
formaldehyde plastic, is used to 
simulate both transparent and 
opaque gemstones, but plastics are 
so different in physical and optical 
properties from the stones they 
imitate that they can easily be de- 
tected. 

imitation compensation balance. A 
monometallic balance with rim half 
cut through from its top, used in 
cheap imported watches to coun- 
terfeit the true bimetallic compen- 
sating balance. See BALANCE. 

imitation material. Horol. Replace- 
ment parts for repairing watches, 
made by factories other than the 
manufacturers of watches in which 
the parts are to be used. 

imitation pearls. Substitute pearls 
made of glass or wax beads coated 
with pearl essence. See BOURGUIG- 
NON PEARLS; CIRO PEARL; DELTAH 
PEARL; FISH PEARL; FISH SILVER, 
etc. 

immersion method. Stone testing. A 
method of refractive index deter- 
mination widely used among min- 
eralogists, which essentially con- 
sists of immersing the unknown 
substance, in turn, in each of a 
series of liquids of known index of 
refraction, until the liquid and min- 
eral are matched. See INDEX OF 
REFRACTION. 

imperfection. Gems. According to U.S. 
trade practice, any flaw, crack, 
carbon spot, cloud, or other blem- 
ish of any sort observable in a 
gemstone, when the latter is ex- 
amined by a trained eye under a 
10-power magnifier. See INCLUSION. 

imperial diamond. See GREAT .WHITE 
DIAMOND. 

imperial jade. A popular and trade 
term for the fine quality translu- 
cent, emerald green jadeite. See 
also JEWEL JADE and PRECIOUS JADE. 

imperial yu stone. See yu. This va- 
riety is highly prized by the 
Chinese and is green aventurine 
quartz. ; 

impression pad. A pad made of print- 
ers’ gelatin, for quickly making re- 
productions of an engraved design 
on pieces of work to be engraved 
to match the original design. See 
TRANSFERRING. 

impulse. The act of applying power 
by an escapement to the balance of 


a watch or to the pendulum of g 
clock. An impulse is given at every 
beat in lever and cylinder escape. 
ments; at every other beat ip 
chronometer-detent and duplex es. 
capements; at every beat in dead. 
beat and recoil verge clock escape. 
ments and Riefler escapement; and 
at various longer intervals in other 
precision clocks. See ESCAPEMENT, 

impulse arc. The portion of the cir. 
cular motion of a watch balance 
during which the escapement js 
applying power to the balance; the 
remaining amount of motion is the 
“supplementary” arc. 

impulse clock. One of the dial-units 
of a master-and-secondary clock 
system, in which the hands are 
moved, usually once a minute, by 
a ratchet and click driven by an 
electromagnet and armature given 
an electric impulse through a wired 
circuit from the master clock. 

impulse face. 1. The inclined plane on 
the acting end of the pallet of a 
lever escapement, on which escape 
wheel teeth press to produce the 
“lift”? in escapement action. 2. The 
plane on the end of an escape wheel 
tooth in club-tooth design of a lever 
escape-wheel. 

impulse pallet. In a chronometer de- 
tent escapement and in a duplex 
escapement, the tablet of stone or 
steel attached to the balance arbor 
on which the escape-wheel teeth 
press in applying power to the 
balance. 

impulse pin. See ROLLER JEWEL. 

impulse roller. In the double-roller 
lever escapement, the disc on the 
balance staff in which is set the 
roller-jewel to which power is 
applied by the fork, and _ thus 
through the impulse roller is power 
applied at each vibration of the 
balance to keep it going. The other 
roller in a double-roller escapement 
is the safety or guard roller. See 
LEVER ESCAPEMENT. 

impulse spring. A suspension spring 
for the pendulum of precision 
clocks of the Riefler type, through 
which escapement impulses are im- 
parted to the pendulum; the cradle 
to which the spring is fastened is 
rocked by a crutch attached to the 
pallets, this motion bending the 
spring sufficiently to maintain the 
momentum of the pendulum. 

impulse tooth. In a duplex escapement, 
one of the vertical teeth on the web 
of the escape wheel that act on the 
impulse pallet, differentiated from 
the horizonta® teeth that rest on 
the balance staff to provide locking 
between impulses. 


This is the 21st instalment of a com- 
prehensive and up-to-date dictionary of 


terms used in the jewelry industries. 
Additional pages will appear next month 
and in succeeding issues. The authors 
will appreciate constructive criticism as 
well as having omissions called to their 
attention. 
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ANRJA'S 1942 
CONVENTION AND TRADE SHOW 


WALDORF - ASTORIA HOTEL 
NEW YORK 


WEEK OF AUGUST 24, 1942 
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HEADLINE PROGRAM FOR RETAILERS— 


1. High government officials 
speaking on your problems: 


2. Retailing problems in general: 


3. Specific problems of retail 
jewelers: 


COME EARLY... STAY LATE... 
YOU CAN'T AFFORD TO MISS THIS! 


To manufacturers and wholesalers— 
show your lines. Retailers will be 
here in greater numbers than ever 
before to secure merchandise that 
they can sell. Live concerns are 
taking advantage of this opportu- 
nity. Space still available if you act 
promptly. 


AMERICAN NATIONAL RETAIL 
JEWELERS ASSOCIATION 


CHARLES T. EVANS, Secretary 
22 WEST 48th STREET 
NEW YORK, N. Y. 
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PROFITS in Silver Plate 
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" 4 y Order now. There will 
be no more of these 
pieces when present 


stock is exhausted. 








Cake Basket—No. 2503 

Used for cakes, a canapes, 
sandwiches, fruit, etc 

%”, $5.75 each 


Hostess Basket—No. 2511 

For sandwiches, canapes, fruit, 
candy, cakes, etc. 

Width—8”. Length—9%”. $6.50 Diameter —- 10 
each (Keystone). (Keystone). 


Marmalade Jar—No. 2506 

For honey, jam, mustard, relishes, 
condiments, etc. 

Diameter—6%". Glass Dish with 
Silver Plated Cover. $4.00 each 
(Keystone). 


Mayonnaise Dish—No. 2510 
For salad dressings, whipped 
cream, condiments, olives, pickles. 
jellies, ete. 
Diameter—6%4”. Tulip Glass Dish. 
$5.00 each (Keystone). 

(Prices subject to change 

without notice ) 


” 

YES, this may be your 

last chance to get this 
beautiful Period design 
by Benedict — the 16th 
Century Arras _ pattern. 
Inspired by_the old Arras 
(French) lace of the 16th 
century, its delicate de- 
sign appeals to everyone. 
And its price is so low 
that you get quick turn- 
over and good profit. 


Look over the list given here and send your order now 
while stock is still available—because when our present 
stock is gone there will be no more. All pieces are heav- 
ily silver plated with a full burnished finish. The glass 
used is high-quality clear crystal. Mail your order today. 








Complete catalog of Benedict line 


THE PROFIT-MAKING LINE 
sent on request 


BEVEDICT Mig. Co. 


East Syracuse, 4. ¥. 
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x past 
x present 
x future 


A MATTER OF TIME 





SESSIONS TIME 


FOR THE 


present 


is not available to our old 
customers ... but as in the past 


SESSIONS TIMEPIECES 


... Will be available in the future. 


Not a play on words, for our time is 
now taken up filling Government orders 
for vitally important war products that 


will hasten the day of victory. 


All we ask is that you won’t forget us, 


even as we are not forgetting you. 


DEPENDABLE TIMEPIECES 





FOR MORE BRIDAL SILVER 
(From page 86) 


unhealthy because it kills the hollowware business. The 
friend who formerly would have bought a good vase or 
bowl may buy two or three teaspoons. 

“Obviously, it’s to the interests of everyone that good 
silver may be available to the little dime-store bride 
whose parents couldn’t possibly afford to buy it for her. 
But when wealthy families take their present stand, 
we're losing not only on hollowware sales but also in a 
decidedly increased cost of doing business. If 20 transac- 
tions are involved in selling a set of flatware, the cost 
of that sale is many times more than it would be if 
handled as a single transaction. 

“Naturally, the individual jeweler who seeks to re- 
vive an eld tradition—the one holding that the bride’s 
parents should buy the flatware—has an uphill job on 
his hands. But if every jeweler would talk that idea in 
the store and on the outside, the present opposition would 
soon be broken down; we'd see a general revival of hol- 
lowware business and would make a better average profit 
on flatware—because there would be less transactions 
involved in the sale of a flatware service.” 

The Donovan & Seamans appeal to parents is made 
through tactful suggestions at the time the bride comes 
in to select a pattern. If the girl is not known or is a 
budget plan customer, the salesman takes it for granted 
she'll want just a beginner’s set, would like to have her 
pattern registered. Every care is taken not to embarrass 
this type of customer by suggesting that the parents buy 
the flatware. 

But if the family is known to have means, the opposite 
approach is used. In taking the order, the salesman 
will say to the mother: “I presume you and Mr. Blank 
are giving the flatware?” That somewhat leading ques- 
tion rather “puts the mother on the spot,” shows the 
salesman which way to go. 

Some families agree instantly. In most other cases, 
the mother will reply that she thought nowadays the 
friends and relatives gave the flatware. The comeback 
here is this: “Of course that’s true in many cases, par- 
ticularly with families of limited means. But we find 
that in more and more of the better homes, the parents 
are giving the flatware. You see this makes it possible 
for the friends to give hollowware. They feel a little 
happier about it, I believe, and of course the bride re- 
ceives many beautiful pieces she wouldn’t have other- 
wise.” 

That latter point naturally appeals to the bride. Still, 
there’s nothing in the presentation to really embarrass 
the mother if she still feels she wants the thing handled 
the other way. 

If results aren’t forthcoming on the flatware appeal, 
the salesman then shows the mother several carefully 
selected hollowware pieces. Often times a sizeable extra 
sale is made immediately and the mother’s interest in 
hollowware is aroused to a point where she’ll see that a 
few special friends do buy hollowware. 

A bowl and vase or two are always displayed on or 
near the table where flatware is shown brides-to-be. 
When the bride admires them, the salesman suggests * 
that she come back to the store’s private hollowware 
display room to see some particularly beautiful pieces. 
The mother, of course, notes what pieces the girl likes 
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particularly and is in a position to offer suggestions to 
friends who inquire what the girl wants. 

“We've got to seize every opportunity to show hollow- 
ware if we're to bring it back to normal,” says Mr. 
Donavan. “Remember this: Weddings are becoming more 
and more elaborate every year; the florist now gets sev- 
eral hundred dollars out of a good wedding; it’s the 
same with the caterer. But, because we no longer sell 
any amount of hollowware; the size of the jeweler’s wed- 
ding sale has gone down rather than up.” 

Although every effort is made in the store to get 
wealthy parents to buy the flatware, Donavan & Seamans 
uses the conventional appeal to build traffic. This year, 
the emphasis is on the “beginner’s set’ idea which has 
been widely promoted in a series of specially designed 
newspaper advertisements. 

This advertising is supplemented from time to time 
with special copy on hollowware—slanted to the friend 
or relative of the bride whose family has bought the flat- 
ware. This material stresses the theme that sterling 
hollowware isn’t overly expensive. Advertised items, 
which are always well illustrated, range from $2.50 to $5. 

The Los Angeles store has one of the most complete 
hollowware displays on the Pacific Coast. One entire 
side of the store is in hollowware wall cases and in addi- 
tion there’s a private silver consultation room where all 
four walls are lined with this merchandise. 





How tone has it been since you used trims of real 
lace, beautifully draped, to decorate your bridal win- 
dows? 





THEY APPRECIATE THE REMINDER 
(From page 94) 


to buy a gift and, when shown the data on the index 
card, decide to purchase something to harmenize with 
the existing patterns of silver, glassware or china. 

“Whenever a woman casually mentions that her birth- 
day will be such and such a day,’ Miss Rutherford ex- 
plains, ‘“‘we immediately check with our files to see if we 
have her listed. If she has shown a preference for some 
article or pattern in our stock, we note this on the card. 
Then, when we have notified a member of the family, 
we can point this fact out, thereby making a sale.” 

Many ladies, far from incidentally mentioning their 
birth date or stating a vague preference for something 
in the store, forthrightly request that their names be 
included in the card index along with definite statements 
concerning articles they want. While this may appear 
to verge on connivance between the woman and the mer- 
chant, the man concerned is usually delighted at being 
reminded of a date that otherwise might have slipped his 
mind with dire domestic consequences. 

When a reminder is ignored, Miss Rutherford removes 
the card from her active file. Most men want to be 
prompted, however, and one of them recently called up 
to ask why she had not reminded him of his wife’s birth- 
day. When she pointed out that he had failed to heed 
her hint the previous year, he apologized and said that 
he would depend on her in the future. Incidents of this 
sort convince the men that the store is not performing a 
secretarial service for their own benefit but, rather, is 
attempting to perform a service in return for trade. 





S. O. BIGNEY Co. 


The only Jewelry Line Permitted 
to use the Famous Mirror Fin- 
ish and Mirror Smooth Finish 








Manufacturers of Jewelry of Traditional Excellence Since 1894 


Originators of the 
FAMED BIGNEY BOSTON LINK WALDEMAR 


Originators of the 
LADY CAMILLE EXTRA EXPANSION BRACELET 


Originators of the 
LADY SYLVIA SOLDERLESS HOLLOW BRACELET 


, Originators of the 
BUCKANEER anp PRINCE WATCH BRACELETS 


New York City 
9 Maiden Lane 


Factory and Main Office, 98 County St., Attleboro, Mass. 


ATTLEBORO, MASS. 


Sales Offices 


Chicago Los Angeles 
10 South Wabash Ave. 315 West Fifth St. 
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OLD GOLD 
SILVER 
PLATINUM 





You are the logical one to 
accept obsolete, discard- 
ed jewelry, containing 
precious metals in all 
forms. It will provide 


READY CASH 


for vacations and extra 
Defense Bonds. 





Jewelers know that Dee 
returns are always prompt 
and dependable. 


SHIP YOUR OLD GOLD TO 


be ° M A s 
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PRECIOUS METALS 
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JEWELRY WORKERS MAKE WAR GOODS 
(From page 58) 


of the War Production Board in Newark, and laid the 
situation before Louis F. Vogt, who is the official in 
charge of organizing war production pools in various 
industries. Mr. Vogt, though sympathetic to the jewel- 
ers’ plight, did not at first consider the prospects very 
encouraging. However, when it was brought out that 
the combined trade in the Newark area has a large num- 
ber of machine tools of many types and sizes and a 
considerable body of skilled tool makers, with both men 
and equipment capable of doing precision work, the 
obtaining of contracts for small war parts, instruments, 
and the like seemed to have possibilities. 

Accordingly, with the blessing of the WPB, steps 


A bench worker brazes metallic parts. 


were taken to organize a war production pool of the 
Newark jewelry manufacturers. A luncheon meeting 
was held to which all executives in the industry in and 
around Newark were invited to attend, and following a 
talk by Mr. Vogt, in which he outlined the necessary 
procedures, and an open discussion, 46 firms signed up 
as members of the pool. 

The success of these cooperative pools, according to 
Mr. Vogt, who in peace times is an industrial consultant 
with long experience in organizing and management, 
depends to a very large extent upon having strong, 
capable, and centralized management, to handle the pool 
operations including the securing of contracts and mate- 
rials, the furnishing of engineering know-how and ad- 
vice, the distribution of orders, inspection of output, 
accounting, and payments. At his advice the pool mem- 
bers voted to name one of their member companies the 
managing company and prime contractor of the pool. 
The Shiman Mfg. Co. was elected and Leonard Shiman 
was made chief executive and manager of pool affairs. 
Named to assist and consult with him as an executive 
committee were G. H. Church of Church & Co., Maurice 
Spain of Larter & Sons, Henry Rufstein of Henry 
Rufstein Mfg. Co. and Robert Schick of Harry C. 
Schick, Inc. Mr. Church was made secretary of the 
group, and Mr. Spain, treasurer. 

The first step in the operation of the pool was to take 
a complete inventory of the resources and facilities in 
the plants of the members. The pool was found to have 
a total of 392 machine tools, mostly capable of close 
tolerance work, 1970 skilled workers of various classi- 
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The Rockwell Silver Co. 


Meriden, Conn. 
Quality Sterling Silver Depositware 
Since 1907— 


Also 
Decorators of Glassware 


Colonial & Modern 





Hand deéorated 
with luster colors: 
Cranberry - Amber, 
or Aqua Marine; 
a true reproduc- 
tion of Colonial 
America. 





The most complete thumbprint line in the market 








ENGAGEMENT AND WEDDING 
RING CASES 


No. 6616 Half size 
ring case. Holds 20 
pairs of rings. Cov- 
ered blue imitation 
leather. Lined blue 
crepe velvet. Cham- 
pagne bengaline 
trim. 


(No. 6616G— same 
as above but 
blocked to hold set 
combinations of a 
lady’s and a man’s 
ring.) 





No. 725 Regulation 
size tray. Tray and 
outside of flap cov- 
ered black imita- 
tion leather. Flap 
lined moire silk. 
Stocked in three 
depths 4”-34”-and 
1” deep. 


Write for circular 
and price list of 
stock items. 


RUECKERT MFG. CO. 
69 SPRAGUE STREET, PROVIDENCE, RHODE ISLAND 


Serving the Jewelry Trade for over Fifty Years. 
Accounts in 48 states and five foreign countries. 
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TIMEPIECES FOR TODAY... 
RACINE Waterproof WATCHES 


@ Equipped for service on land and sea 
@ 15 Jewel Gallet Movement 


@ Staybrite Steel Case; Glacidur 
Metal Balances; Nivarox Hair 


Springs 

@ Waterproof; Non-Corrosive; Anti- 
Magnetic 

@ Models for Men, Women, Docfors, 
Nurses 


Write for FREE Catalog 
aidan rng gatteniror aay’ Be 


JULES RACINE & CO. , 
20 West 47th Street, New York ' 
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6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet bracelet. 
A696—17 Jewel 


Shown above are suggested 
retail prices. Your Keystone 
prices are A692 — $25.10; 
A690 — $24.30; A696 — 
$25.10: A698—$24.30. 


Below 

6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet bracelet. 
A692—17 Jewel.... $35.75 


Left 

6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet silk cord. 
A690—17 Jewel 


6% x 8 Ligne, Alton, new 
thin spherical model, 10K. 
yellow rolled gold plate 
case with stainless steel 
back. Raised gold figures. 
Ratchet silk cord. 


A698—17 Jewel 


Send for the 1942 W&G 
Catalogue 


Weksler & Goodman. Ine. 
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fications, including 91 toolmakers, floor space totaling 
272,000 square feet and financial resources of approxi- 
mately $4,000,000. 

In short, these 46 shops, while comparatively small 
individually, when combined, offered a production poten- 
tiality equal to that of a large well-equipped and well- 
manned metal-working plant which could play an impor- 
tant part in the war effort. 

To give the pool the same advantages of completely 
centralized control and freedom of action by the man- 
agement, which a single company would enjoy, the mem- 
bers then drew up and signed a joint agreement pledging 
themselves to place their facilities and personnel at the 
complete disposal of the pool management for any and 
all war contracts, to accept all contracts allotted to them 
by the pool and to give such orders priority over all other 
business. 

All solicitation and making of contracts was placed in 
the hands of the pool manager, who in turn was made 
responsible to the members for the performance of all 
duties including procurement of materials and payments 
for work done. In fact, under the pooling system, all 
orders have to be taken in the name of the pool’s prime 
contractor who is made responsible to the Government, 
or the original prime contractor, for the performance of 
all work undertaken by the pool. Neither the Govern- 
ment nor the original contractor from whom the pool 
may get business recognize the pool except as a means 
by which the pool’s own prime contractor carries out 
the jobs he may secure. Since the pool manager thus 
must necessarily have in his own hands the entire con- 
duct of the pool’s business dealings, he is forbidden to 
allot work to his own firm without the consent of the 
executive committee, so that there can be no suspicion of 
self-interest. 

All of these mutual provisions are essential, in the 
opinion of both the War Production Board and the pool 
members, who have tried it and know, to the efficient 
functioning of such an arrangement, and they strongly 
recommend the same procedure to any other similar 
groups that may be found. 

Official approval of the pool by the War Production 
Board and the Department of Justice (the latter, be- 
cause of the anti-trust laws) was the next step and this 
was secured on June 8. 

With that approval granted, the pool management im- 
mediately swung into action, and has already secured 
and distributed among the members several important 
contracts which could not possibly have been handled by 
any of them individually. Other orders are in course of 
negotiation, and it is expected that as primary contrac- 
tors become better acquainted with the performance of 
the Newark jewelry pool, a continuously increasing flow 
of business will keep the shops constantly busy and pro- 
vide a supply of much needed goods for the prosecution 
of the war. Jewelry makers in the localities may well 
pattern themselves after this highly successful experi- 
ment, both as a matter of business and of patriotism. 

As Mr. Vogt puts it, “In the war emergency, sound 
judgment dictates making use of what has been learned 
in peace, in the matter of organizing industrial opera- 
tion. There is no great novelty in the pooling plan—it 
is just a sensible means of getting more production in 4 
desperate war situation—and getting it now.” 

To which we add, “and of keeping alive for the dura- 
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tion businesses which might otherwise pass out of exis- 
tence for lack of raw materials.” We recommend the 
Newark plan to every jewelry manufacturing center, 
with a final caution from Mr. Vogt that the formation 
of a war production pool should only be attempted with 
the co-operation and guidance of the nearest War Pro- 
duction Board office. 


BUYING CLUBS BOOST SILVER SALES 
(From page 88) 


who wish to keep in his good graces. The mechanics of 
the plan are explained to this party, with particular 
emphasis placed on personal benefits. Once a group has 
been organized, the more aggressive individuals, anxious 
to profit also by club promotion, canvass neighbors, 
friends, relatives and acquaintances, and further clubs 
are on their way. The thing mushrooms and it eventually 
becomes unnecessary to further promote the idea. é 

Methods of operation for the clubs may, of course, 
vary somewhat from the plan outlined above. A club 
does not necessarily have to have 12 members to start 
with—it may have 10, 5, 20 or any other number. 
Payments to the organizer may be made weekly instead 
of monthly, and the drawings may be held more often 
if there is a large membership. The amount of the 
regular drawing may be as little as $5, or it may go as 
high as $50. There is no stipulated amount or number 
of members; that is determined largely by the decision 
of the promoter who will best understand the financial 
limitations of the club members. Rules of operation may 


be kept simple: payments must be made regularly (pref- 
erably on pay-day) to the organizer, and no cash re- 
fund will be made except under extraordinary circum- 
stances. 


GEM EXHIBITION BUILDS INTEREST 
(From page 68) 


Cohen, of the Oscar Heyman & Bros. organization, who 
traveled with the exhibit, and also by sales members of 
the Corrigan staff. 

When, due to the great interest, Corrigan’s decided 
to extend the showing to a fourth day, they received in 
that morning’s mail a surprising offer scrawled on both 
sides of a penny postcard: “I will trade 420 acres near 
140 barrel oil wells in Refugio, Tex., for diamonds, 
Ceylon sapphires and that large topaz bracelet. My 
land is paid for in full, clear of loan.” 

This unorthodox offer indicated the immediate and 
wide-spread interest which developed a number of sales 
in the jewelry department and also helped business 
throughout the store. A great many people made note 
of special items they were interested in and many pros- 
pects were lined up for future business. 

The favorable press continued during the showing 
with news articles, photographs and sketches especially © 
drawn by the newspaper art department. 

Substantially the same exhibit was successfully pre- 
sented in Fort Worth by Haltom’s, at New Orleans by 
Coleman E. Adler & Sons, at Atlanta by Maier & 
Berkele, Inc., and at Birmingham by Bromberg & Co. 








service. 


ing service always. 


10 SO. WABASH AVE. 





COOPERATION—SERVICE 


COOPERATION and unity are more essential in every activity 


of American life and business now than ever before. 


The efforts of Benj. Allen & Co. to cooperate with the gov- 
ernment, manufacturers and retailers in the orderly and 
profitable distribution of available jewelry store merchan- 
dise Will continue as it has for nearly 80 years. Now, more 
than ever, our immense facilities for procuring and dis- 


tributing merchandise assures jewelers of the best possible 


SERVICE—The same dependable, reliable merchandis- 


BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. 





CHICAGO, ILL. 
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lou'e Ist Ojajrortunity 
and 


Your Last Chance 


Jo Buy Such A Wide Variety of 


PARKER 


PENS AND SETS 


Included with this assortment is a beautiful, selected wood, leather 
trimmed display case—20 x 10 x 9 inches with 18" daylight Fluores- 
cent A.C. lamp. 


% BUY NOW FOR SCHOOL AND FALL SALES — 
Popular Priced Pens and Sets are Out for the 
Duration. 


JCI ASSORTMENT INCLUDES 


3—$1.95 Parkette Zephyr Pens 
3— 2.95 Duofold (Sac) Pens 
I— 2.95 Lady Duofold Pen 

3— 3.95 Duofold (Sacless) Pens 
2— 8.75 Duofold Senior Pens 
I— 8.75 Ingenue Pens 
2—12.75 Duofold Senior Sets 


3—$5.00 Duofold Major Pens 
to offset $15.00 case 


JCI Parker Assortment 

Total Retail Value $96.25 $6233 

Your cost $63.60 less 2% NET 
Assortment Sold Complete Only 


) Se Wa oa oles 
A.Ge DEGKEN Go. 


Established 1887 
29 EAST MADISON STREET, CHICAGO 


“Buy from Becken—and get the Best" 
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The visit of an entire school was an unusual and un- 
expected feature at the Bromberg show. The store 
thought that one class was to see the stones, when lo 
and behold, at 11 o’clock the street in front was lined up 
with children, while teachers and monitors were parad- 
ing up and down. They came in in groups of 30 and 
thus got an early education in the jeweler’s art. 

These five stores’ successful promotion shows that 
today’s public will respond, with enthusiasm, to the age- 
old lore and lure of gems. Given some special incentive, 
like a three- or four-day exhibition, they’ll come in 
droves, talk to others, and some will satisfy a new urge 
to possess what they’ve seen. 


ANRJA CONVENTION, AUG. 24-27 
(From page 60) 


noon, and the annual meeting of the executive commit- 
tee will take place Thursday afternoon. 

The principal entertainment and social features of 
other ANRJA conventions are retained—a buffet lunch- . 
eon and social hour after the Monday night opening ses- 
sion, and the banquet and fashion show Thursday night. 
June Hamilton Rhodes, of the Jewelry Publicity Board, 
will introduce currently available jewelry at the style 
exhibit, including rolled gold plate and gold filled with a 
silver base, sterling silver, karat gold, platinum and 
palladium. 

Forty-five exhibitors were listed when this issue went 
to press. They follow: 


Arco Metalcraft Co. 
Amber Mines, Inc. 
Axel Bros., Inc. 
Art Metal Works 


Kestenman Bros. Mfg. Co. 
Kirk, Samuei & Son 
Krementz & Co. 


Lamp], Walter 
Leys, Christie & Co. 


Ballou, B. A. & Co. 
Luria, L. & Sons 


Bates, C. J. & Son 
Bernat Company 

Black. Henry Ltd. 
Bristol Seamless Ring Co. 


Manchester Silver Co. 


National Silver Company 
Cathay Crafts Corporation 
Cohen, A. & Sons Corp. 
Cohn & Rosenberger 


Parker Pen Company 


Reich, M. A. 
Rolex Watch Co. 


Elgin-American 
Rothman, Charles 


Elwyn, Leo & Co. 


Sheaffer, W. A. Pen Co. 
Salem China Co. 

Sammartino Bros. 
Silbermann, Kohn & Wallenstein 
Smith, Frank W., Inc. 

Sonora Onixcraft Corp. 

Stern, Louis, Co. 

Stetson China Co. 

Surnamer, S. J. Co. 
Swartchild & Co. 


Flyer, J. & H., Inc. 
Forstner Chain Corp. 


Gemex Company 


Hamilton Chain Co. 
Heller, L. & Son 


Imperial Pearl Syndicate 
Jabel Ring Mfg. Company 


WHEN’S YOUR NEXT ANNIVERSARY? Are you proud of 
your long record of service in the community? Demon- 
strate your reliability dramatically by staging a Grand- 
mother’s Day and pointing out that “it is they who are 
largely responsible for the growth of the store.” Roth- 
schild’s, Ithaca, N. Y., were thrilled when 62 grand- 
mothers turned up for the party staged at the store. 
Or, instead of a general invitation, urge those of your 
first 100 customers who are still alive to come in for a 
souvenir, 
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Since 1910 


H-E-L-P ! H-E-L-P ! 


That’s what I’ve been doing since 1910. 

For 32 years I have served jewelers everywhere. 

I buy entire jewelry stores and stocks for SPOT CASH. 

I sell for the jeweler—and liquidate surplus and obsolete mer- 
chandise—FLAT SALES AND AUCTION. 


I finance any legitimate jeweler who needs cash to help tide him 
over. 


Write, wire or phone at my expense. All inquiries strictly 


confidential. 
ou 4 ARI 


Reich jae = South Wabash Ave. | CHICAGO 





Send in your surplus stocks—old gold, watches, diamonds—anything and everything. © 
We'll ‘mail you a check same day as received. Will hold your merchandise till our 
offer is accepted, or return your shipment by prepaid express. 
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SETTING FOR 1942 














The Waldorf is looking forward to the week of August 
24, 1942. Monday morning of that week, the American 
National Retail Jewelers Association Convention 
opens here. Old friendships will be renewed. new ones 


Problems of mutual interest and national im- 





made. 








portance will be discussed . . . problems of conserving 
material and meeting wartime schedules. Remembering 
past successful ANRJA conventions. we hope that every 


member will attend this most important one of all. 


Waldorf-Astoria 
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They’re New! 








@ From the smart collec- 
tion of cocktail rings, set 
with diamonds and natural 
tubies in two-tone 14 k 
gold and platinum, newly 
created by A. Jaffe & Son, 
Inc., 608 Fifth Ave., N. Y. 


@ This special letter kit, retailing for $9, is from the 
new Barbara Bates line of gifts in fine leather recently 
introduced by C. J. Bates & Son, of Chester, Conn. 


@ A feature of Bulova's new “Minute Man 
‘A'" is its popular jungle-hide strap. The 
watch has a |7-jewel movement, cased in yel- 
low rolled gold plate, and retails at $37.50, 


@ Gilbert Clock Co.'s "Vee-Mat” 
40-hour spring movement alarm clock 
is cased in a seamless, pressure- 
molded fiber impregnated with hard- 
ening materials and impervious to 
humidity. Ivory or black crackle finish. 


@ The time in all the principal 
cities of the world can be read 
directly from the face of this 
Longines-Wittnauer watch. Cen- @ Lion head earrings, copied from an an- 
@ The Sugar Buck- ter dial has 12-hour face; out- cient doorknocker in Pekin, retail at $5 a 
et," by Trueart side of this is a 24-hour dial, pair in sterling, $5.50 a pair in gold on 
Jewelry Creations, which rotates in an opposite sterling. The Fan Co., 225 Fifth Ave., N. Y. 
12 Addison Place, direction next to a third dial 
Providence, actually. which lists the various cities. 
holds a teaspoonful 
of sugar. On chain, 
$1.59; fob pin, $I; 
bracelet, $1.59. 


@ The''PAT'' 
watch guard, 
made by Ketcham 
& McDougall, Inc., 
East Orange, N. 
J., has a dual per- 
sonality — guards 
milady’'s keys orthe 
gentleman's watch. 


@ This satin-finish sterling silver 
brooch, pictured two-thirds actual 
size, retails for $7 mounted with simu- 
lated turquoise; for $8 plated with 
gold and mounted with simulated 
lapis. From an interesting new col- 
lection of jewelry made by Evans 
Case Co., 366 Fifth Ave., New York. 
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and playing card kits 
$4.25 to $7.50 Retail. 





Explain to Your Customers 


WHY Gold Filled & Rolled Gold Plate Have 


Longer Wearing Beauty 


——<—S= 
WSs 


In offering Gold Filled and Rolled Gold 

Plate to your customers, tell them about the 

famous Hoses, © trp used in the manu- 
i 


facture of Gold Filled and Rolled Gold Plate. 


Explain to them that because actual layers 
of Karat Gold are fused to a supporting 
metal* and then-rolled repeatedly under greal 
pressures, Gold Filled and Rolled Gold Plate 
are hard, more durable, more resistant to 
wear ...and that they therefore have lasting 
beauty and long usefulness. 


Tell them that one kind of Gold Plate and 
only one is made by a rolling process: Gold 
Filled and Rolled Gold Plate. 


— 


By telling your customers how Gold Filled 
and Rolled Gold Plate’s manufacturing proc- 
ess assures them full satisfaction, you build 
in them a deeper appreciation of your ser- 
vices which pays you dividends in sales and 
good will. 

*Gold Filled and Rolled Gold Plate are being made 
with a supporting base of silver alloy instead of nickel 


and copper alloys, as formerly .. . so that the vital 
metals can go to war 


HARD COMPACT LAYER NON. PRECIOUS 
OF KARAT GOLD BASE METAL 


WARD COMPACT LAYER 
OF KARAT GOLD 


RESEARCH Division OF Gold Filled & Rolled Gold Plate mers. 


HEADQUARTERS, PROVIDENCE, R. I. 


So 
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TO EXECUTIVES: 


NOW YOU CAN HELP 


The Treasury’s decision 
to increase the limitations 
on the F and G Bonds 
resulted from numerous 

requests by purchasers who asked the 
Opportunity to put more money into 
the war program. 

This is not a new Bond issue 
and not a new series of War Bonds. 
Thousands of individuals, corpora- 
tions, labor unions, and other organi- 
zations have this year already pur- 
chased $50,000 of Series F and G 
Bonds, the old limit. Under the new 
regulations, however, these Bond 
holders will be permitted to make 
additional purchases of $50,000 in 
the remaining months of the year. 
The new limitation on holdings of 
$100,000 in any one calendar year in 
either Series F or G, or in both series 
combined, is on the cost price, not on 
the maturity value. 


Save With... 


Series F and G Bonds are intended 
primarily for larger investors and may 
be registéred in the names of fiduci- 
aries, corporations, labor unions and 
other groups, as well as in the names 
of individuals. 

The Series F Bond is a 12-year 
appreciation Bond, issued on a dis- 
count basis at 74 percent of maturity 
value. If held to maturity, 12 years 
from the date of issue, the Bond draws 
interest equivalent to 2.53 percent a 
year; computed on the purchase price, 
compounded semiannually. 


The Series G Bond is a 12-year cur- 
rent income Bond issued at par, and 
draws interest of 2.5 percent a year, 
paid semiannually by Treasury check. 

Don’t delay—your “fighting dollars” 
are needed mow. Your bank or post 
office has full details. 





| rest 


War Savings Bonds 
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BEWARE OF THIS RACKET! 


A New York photographic studio which 
calls itself the Keystone News & Photo Service 
has in recent weeks approached a consider- 
able number of people in the jewelry industry 
with the statement or implication that they 
have been commissioned by THE JEWELERS’ 
CIRCULAR-KEYSTONE to secure that per- 
son’s photograph for publication, and have 
asked these people to pose for their photo- 
_graphs on that basis. 


Such statements are absolutely without 
foundation. THE JEWELERS’ CIRCULAR- 
KEYSTONE has at no time commissioned 
any photographic studio to make the rounds 
of the trade for the purpose of securing such 
portraits for our use. The scheme is simply 
a camouflage by which a speculative photog- 
rapher gets people to pose for their pictures 
and then having made the negatives tries to 
sell the subject a quantity of photographs of 
himself at a fancy price. Often the man 
whose picture has been taken, thinking mis- 
takenly that he is under some such an obliga- 
tion, buys a batch of photos, which is how the 
photographer makes his money. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
has no connection whatever with any photo- 
graphic studio regardless of any similarity of 
name whether accidental or intentional, does 
not patronize speculative photographers, and 
under no circumstances will ever commission 
the Keystone News & Photo Service er any 
similar photographic service to carry on this 
sort of activity. 


Any one who sits for his portrait for this 
or any similar photographic concern is not 
supplying a portrait for our files but is open- 
ing the door to a speculative photographer 
who is willing to gamble his time and a few 
negatives on the chance of selling the victim 
a batch of photographs. 


Don’t fall for this gag. 














TWO TIMELY PROMOTION IDEAS 


Now’s THE TIME when everybody’s aware of time. 
Stimulate business by arranging a window about the 
theme stated in three words, “The Time Element.” 
Group watches intended for men in service with a 
smaller card saying, ‘Important for the man in ser- 
vice”; those for career women, “Important for women 
in business”; others for women in industry, “Important 
for the war worker,” on through the various types you 
wish to emphasize. 

* * #* 

I¥ you start Now, you can have an income-producing 
fad in full bloom by the first weeks of school. Boys in 
Australia are posing small Victory pins and other war 
symbols on the bands of their swagger felt hats. Boys 
and girls over here will go for the idea if you get a few 
hats started on your own children or on good but very 
young friends of your store. 
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LWATCH-CRAFT FANCY 
GLASS CRYSTALS 


¥ For. PERFECT Crystal Fitting 
¥ For PERFECT Cabinet System 


They’re TAILOR-MADE to accurately fit each individual 
watch bezel .. . it’s a perfect snap-in fit every time! 
NO GRINDING OR BUFFING NECESSARY. 


Watch-Craft Crystals are accurately sized — correctly 
shaped. Made ‘of finest quality clear glass — pregierly 
domed. A TRULY FINE CRYSTAL TO FLATTER :THE 
FINEST WATCH! 





LIFETIME STOCK CONTROL 


With the Watch-Craft System you are immediately in- 
formed when crystals for new model watches are issued 
. .. you are also advised when the popularity of a crys- 
tal falls below a certain level so that you may discon- 
tinue it in your cabinet! THIS CRYSTAL SERVICE IS 
OFFERED BY NO OTHER COMPANY. 


Write for Details, Box 7737, Chicago 


(6/4 Cones O)Y/ 
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C&E MARSHALL CO. 


A GREATER VALUE = A_ GREATER SERVICE 





CHICAGO COLUMBUS NEW ORLEANS 
DALLAS HOUSTON MINNEAPOLIS 
DETROIT KANSAS CITY PITTSBURGH 
MILWAUKEE LOS ANGELES OKLAHOMA CITY 














by VINCENT S. LIPPE, JR. 


OTPOURRI ... at 225 Fifth Ave., New York. 
i Martin Freeman, president of Martin Freeman Co., 
is the latest to join the Army’s swelling ranks .. . 
Claude and Emmy Sperling’s “cute as a button” bundle 
arrived on June 23rd. Miss Susan Thornhill Sperling 
will be the reigning queen of Flower Fifth Avenue Hos- 
pital until her parents return from the Chicago Gift 
Show . . . Robert F. Gottschalk has opened a new show- 
room in 819 where he will display the J. H. Stouffer 
gold-encrusted tableware and the Taube line of ceram- 
ics. Nan Painter will be in charge of the showroom 
... “225” is going all out for Victory by establishing a 
booth for the sale of Defense Bonds and Stamps in the 
newly decorated lobby. With the cooperation of Cross 
& Brown, the booth will be staffed from 9 a. m. to 6 


accessories . . . The Keepnews Co. has been selected to 
make the porcelain and tole accessories for the forth- 
coming Wishmaker Ensemble ... . Sam Greller, formerly 
of Dodge, Inc., has left for Chicago to open permanent 
showrooms in the Merchandise Mart, where he will rep- 
resent a number of outstanding lines . . . Henry Ebe- 
ling, of Ebeling & Reuss, entrained for the West Coast 
recently and plans to return in about three months, 
Lenart Import, Ltd., is showing a smart set of steel 
tined corn holders with a choice of pearl or sterling 
silver handles at $6 and $9 a dozen. Weil-Freeman, 
Inc., has just introduced a new series of striking book- 
ends in crystal which are their exclusive designs. Re- 
tail price is approximately $6.50 a per pair. 


* * * 


Announcement has been made by Bernard Lipman, 
president of the Princeton China Corp. of 261 Fifth 
Ave., New York, that their street floor showrooms are 
now entirely devoted to the showing of their own mer- 
chandise. 

The new arrangement in addition to allowing for a 


more extensive and diversified display of their various 
decorative china pieces, which includes vases, bowls, 
urns, cornucopias, candy and cigarette boxes and ash 
trays, will enable the buyer to view the display in a more 
convenient manner. 


p. m. daily by girls employed in the building who have 
volunteered their services. Active committee aides to 
Chairman Mildred Reh are top “glamour gals”: Rose 
Benson, Ethel June Rose, Alice Schaeffer and Harriet 
Farber . . . The R. Aberlis proudly announce the birth 
of Marlene, 6 lbs. 13 oz. of sunshine, who arrived on July 
6th at the Mountainside Hospital, Montclair, N. J... . 
Rubel & Fenton have added the lines of Barth Crystal 
and Rainbow Art Glass to their collection of decorative 


* * * 


Besides Eastern sources, many California manufac- 
turers will show at the Allied Gift Show, Dallas, Aug. 
23-30, says Chairman H. W. Johnson. 











Are you Constaering 


GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the 
highest bid. For further facts about us. consult the Jeweler’s 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased. here are 





OR SELLING 
SURPLUS STOCK 
that should be convert- 
ed into cash? Ship it 
to us. Within 24 hours, 
our check goes out to 
you as an offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 
merchandise shipped 


back to you at once! 


The jewelry stores purchased by us in 
1947— 


Udall & Ballou, New York City, $890,000. J. Brock, Elberton, 
Ga., $10,000. Henry Gordon, Lynn, Mass., $5,500. John 
Watty, Miami Beach, Fla., $22,000. J. B. Frontis, Clinton, 
S. C., $15,000. M. Levi, Jacksonville, Fla., $32,000, and 
others whose names we cannot disclose. 











ordon 


Brothers 


Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 


WRITE! WIRE! PHONE! 


We'll call on you at our expense. 
and of course keep your com- 
munications confidential. 
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Has your finest opportunity to see the new items, materials and redesigned lines. 
And because these exhibits are the manufacturer’s most efficient method of showing 











his line you’ll find the shows of normal size. Those few who have withdrawn for the 
duration have been replaced by other interesting and saleable lines of non-critical 
materials. 


Be an informed retailer who is meeting 1942’s challenge by an awareness of today’s 
new customers and the new goods to brighten their homes. Shop the show most con- 
venient to you and condense your buying into a single, profitable trip. 


Directed by George F. Little Management, Inc., 220 Fifth Avenue, New York 
RE ee See 
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Deep-etched floral designs by Dorothy Thorpe 
feature these rectangular crystal vases, excel- 
lent for casual flower arrangements. Retail 
prices, from left to right: front, $12.50 and 
$6.50; rear, $19.50 and $12.50. Exclusive with 
Lunning, Inc., 667 5th Ave., New York. Catalog. 


New Giftwares Assorted bouquet of Porsalana flowers in a 
real coral base forms this effective centerpiece 

18" high and 24" in width to retail at $17.50. 

Exclusive with Marimac Novelty Co., 225. Fifth 

Ave., N. Y. Catalog will be sent on request. 


"Rose of Sharon" design in pink lustre tones with green 


Exquisite pair of English Court figures exemplify 1 
the artistry of Goldschider Ceramics. "Mar- accents was derived from an old coverlet pattern and is 


quis” and “Countess” retail at $25 per pair a feature of the new Southern Highland style promotion. 
and are available in various pastel colors. Available in sets or open stock for immediate delivery 


Shown by Everlast, 225 Fifth Ave., New York. from Mary Rodney, 225 Fifth Ave., New York. Folder. 


Imported English jam jars in a fine wide body with a 

variety of decorations in dainty color combinations. Orna- 

mental rosebud top is a convenient feature. Each illus- 

trated design wholesales at $9.60 per doz., | doz. as- 

sorted minimum. From Fanny Morse, 225 Fifth Ave., N. Y. Fancy tea cups 
and saucers in 
fine English bone 
china with six or 
more patterns to 
a dozen. From 
$7.50 to $60 per 
doz. wholesale, a 
large assortment 
is stocked by 
Ebeling & Reuss, 
225 Sth Ave., N.Y. 
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A free and flowing decoration characterizes these 
imported faience pieces from Finland. Wholesale 
prices are: left, bowl, 8!/2" in diameter, $1.25 each. 
Center: bowl, 8" in diameter, $1.75 each. The 
pitcher is 634" high and costs $1.75 each. From 
Finland Ceramics & Glass Corp., 225 5th Ave., N. Y. 


Replaceable candle 
hats highlight these 
delightful Yuletide 
ornaments. Both 12" 
Santas wholesale at 
$9 per doz.; extra 
candles, $1.20 per 
doz. Small Snow- 
man, $6 per doz.; 
larger $7.80 per 
doz., with extra 
candle hats, $1 per 
doz. Offered by Ru- 
bel & Fenton, 225 
Sth Ave. N. Y 


Ultra-modern gazelle in Freeman China, in 
white, pink, celadon or faun for immediate de- 
livery. 11" long by 8" high, it retails at $5.50. 
Exclusive Martin Freeman Co., 225 5th Ave.,N. Y. 


Pickled oak hostess bar fec- 
tures red leatherette han- 
dles with brass nailheads 
and is 30" long by 15!/," 
wide, to retail at $18, com- 
plete with glassware. 
Matching 35" stand retails 
at $5.50. Exclusive with Bel- 
lette, Inc., 225 5th Ave., N.Y. 


Rarities in fine Pairpoint glass—heavy lead crystal 

with color overlay. Each piece is entirely hand — 
made and cut with deep brilliant mitres. Vase on — 
left in ruby at $22.50—cobalt blue $21. Both de- — 
canter and vase on right in ruby $21|—cobalt blue © 
$18.75 each. Prices wholesale. Exclusive with — 
Koscherak Bros., Inc., 129 5th Ave., New York. 


Equally ornamental as bookends or mantel decora- 
tions, the highly polished crystal horses are 6!/2" — 
overall and retail at $6.50 a pair. An exclusive de- 
sign stocked by Weil-Freeman, 225 5th Ave., N. Y. 


Camark adds zest to corn-on-the-cob. Avail- 
able in many colors, corn dishes wholesale at 
$3 a doz.; salts and peppers at $3 a doz. pairs. 
Exclusive with Janis-Tarter, Greeman, Inc., 225 
Fifth Ave., New York. Catalog sent on request. 
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A fifty dollar assortment will give you a 
comprehensive selection of this beautiful 
glass! Although appearing expensive, 
the illustrated vases retail at two dollars 
and the 11'4” colt for three dollars each. 
Shipped from West Virginia. . . . See 
Barth Crystal and other outstanding 
lines in ROOMS 270-271-274 at the 
New York Gift Show. 





New Giftwares 





This artful Flower Yoke stands I1'/2" high and combines Capricious cats from 
sparkling glass, lucite arms and rust-proof chains to form the Kay Finch col- 
a most graceful centerpiece or mantel decoration. Retail lection of fine cera- 
price is $3.50 complete. Catalog of the new Fall line will mics, finished in soft 
be sent by Norton Centerpieces, 110 W. 24th St., N. Y. pastel tones and ap- 
proximately 8" in 
length. $3.75 each 
wholesale. Shown by 
M. Wille Art Goods, 
225 5th Ave., N. Y. 


Chinese enamelled ashtrays are still available from 
stock in New York. Sizes of illustrated items are 
: uare, as ome. oe diameter; pe 
"x4". All are offered at $3.00 a dozen whole- Handy corn forks with steel tines make a most novel gift 
sale by Cathay Crafts, 225 Fifth Ave., New York. ‘ for the fastidious and are available with pearl handles at 
. $6 a dozen or sterling silver handles at $9 a dozen whole- 
Delicate bud vases sale. Price includes the felt-lined, roll cover of black leath- 
to enhance any set- erette with black tape ties. Shown in New York at 550 
ting with or without Fifth Ave. and 225 Fifth Ave. by Lenart Import Ltd. 
flowers. The two cut 
crystal pieces on the 
left are 10!/2", priced 
at $7.20 a dozen 
wholesale. The lace 
pattern vase is 10!/." 
at $7.50 a doz. The 
two 10/4," ruby vases 
are $12 a doz. and 
the 11" fluted one 
costs $10.50 a doz. 
Stocked by M. B. 
Daniels & Co., 31-37 
W. 27th St. N. Y. 


Life-size and accur- 
ate, this Mallard 
duck head has 
double utility as 
bottle opener an 
paperweight for the 
This striking family group of ex- sportsman. For 
otic Siamese cats has been prompt shipment in 
created by Brayton Laguna in metal chrome-plated 
true natural colors. Wholesale or metal hand- 
prices are: top left $17.50; right painted in natural 
$12.50. The three Siamese kittens colors at $24 a doz 
cost $2.25 each. All are f.o.b. Exclusive with Sun 
California. Shown by The Burk- Glo Studios, 225 
harts, 225 Sth Ave., New York. Fifth Ave., N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








The Answer to: “What to Sell?” 


[IMPERIAL 
CANDLEWICK 


HAND. CRAFTED CRYSTAL 


For expansion of your gift department lines, or to fill those rapidly- 
increasing gaps on your shelves, you can make no better choice than 
“Imperial Candlewick’’ Crystal. This unique patented glassware pattern 
is nationally advertised, and has many times been featured editorially 
by America’s leading home furnishings editors. ‘Imperial Candlewick” 
Crystal is profitable, too—in nearly 200 hand-crafted pieces. 


For Catalogue and Prices, Address: 
DEPARTMENT ‘‘J’’ 
IMPERIAL GLASS CORPORATION — 
BELLAIRE, OHIO 
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Nationally Advertised 
in These Leading 
Magazines: 


Ladies’ Home Journal 


Better Homes and 
‘Gardens 


House and Gardea 
House Beautiful 


House Beautiful’s 
Guide for the Bride 


Mademoiselle 


Sunset 


ance 
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English-cut candelabra with original hurricane shades 
—circa 1830—fine example of this period. 


by MILDRED R. MOTTAHEDEH 


N the midst of all the worry, alarm and dislocation 

caused by Government priorities and the conse- 
quent shortage of materials and merchandise in many 
standard lines, jewelry stores are casting about for 
salable, prestige lines that they have not carried in the 
past and which they have reason to believe will sustain 
their volume and their customery mark-up during the 
difficult months to come. 

It happens that there is at least one new department 
in the jewelry store that can snap its fingers at the 
WPB—-since it has absolutely no priority problem, and 
subtracts neither manpower nor material from the War 
effort. This is antiques. 

In considering the addition of any new department 
in the jewelry store certain questions naturally come 
to mind. These will be taken up one by one. 

First, there’s the matter of housing the antiques sec- 
tion of your store. In an average-sized establishment, 
a small, attractive corner will provide adequate room 
for your new line. of antiques, which are better kept 
apart from the rest of the stock to prevent confusion on 
the part of both customers and salespeople. This 
corner, of course, should be well lighted and well dusted, 
especially since many customers who have not developed 
an appreciation for antiques wrongly assume that an- 
tiques are half-broken, musty looking undesirables. 
These same customers will be interested quickly in 
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Jewelers Find 


No War Problem 
With Antiques 


A highly important Chelsea figure of Britannia with 
lion at her feet, British flag and shield, in typical 
Chelsea coloring—circa 1770. 


fresh, clean-looking pieces that are attractively dis- 
played. 

Frequent rearrangement is a great help in turning 
stock. Naturally, it would be well to devote at least 
part of one show window to a display of antiques, re 
membering that a few pieces, well posed, look better 
than a crowded mass. 

Another consideration—what type of antiques to 
carry—partly depends on the home furnishings that are 
most prevalent in your community. Simple Colonial 
interiors call for antiques with the feeling of that 
period; on the other hand, formal city apartments would 
obviously require more elaborate or ornate pieces. Color 
preferences may also be a factor in your choice of what 
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help your business. . 


Sloane a group of books written in an 
interesting, instructive and authoritative manner on 
such pertinent subjects as gems, watches, clocks, silver- 
ware, jewelry making and repairing, engraving, plating 


and enameling. 


AU prices net—no accounts opened for book purchases. 
No books sent on approval. Prices subject to change without notice 


For the Gem Expert, Connoisseur and Student of Gemology 


@ GEM STONES (NEW EDITION) G. FP. Herbert Smith $4.01 
@ DIAMONDS Frank B. Wade $2.00 
@ GEMS AND GEM MATERIALS Drs. Kraus & Slawson $3.00 
@ GETTING ACQUAINTED WITH MINERALS - George L. English $2.50 
@e HANDBOOK FOR THE AMATEUR LAPIDARY J. H. Howard $2.00 
@ PEARLS W. J. Dakin $1.00 
@e STORY OF THE GEMS H. P. Whitlock $3.50 
@ TEXT BOOK OF PRECIOUS STONES Frank B. Wade $2.50 
@ A KEY TO PRECIOUS STONES L. J. Spencer $2.75 
@ PRECIOUS and SEMI-PRECIOUS STONES Michael Weinstein $3.00 
e@ 5000 YEARS OF GEMS & JEWELRY Rogers @ Beard $2.50 
@ DIAMOND AND GEM STONE INDUSTRIAL PRODUCTION 

Paul Grodzinski $3.50 
@ FIRE IN THE EARTH—THE STORY OF THE DIAMOND 

James R. McCarthy $2.50 


For the Skilled Watch and Clock Maker, the Apprentice and Student 


@ CLOCKS AND WATCHES G. L. Overton $1.25 
@ JUNIOR WATCHMAKER A. Gideon Thisell $3.00 
@ MODERN ELECTRIC CLOCKS S. F. Philpott $2.75 
@ MODERN METHODS IN HOROLOGY Grant Hood $2.50 
@ PRACTICAL BALANCE AND HAIRSPRING WORK ¥. J. Kleinlein $3.50 
@ RULES & PRACTICE FOR ADJUSTING WATCHES ”. J. Kleinlein $3. 
@ MODERN WATCH REPAIRING & ADJUSTMENT 
J. J. Bowman & E. Borer $2.50 

@ PRACTICAL BENCHWORK FOR HOROLOGISTS Louis and Samuel Levin $5.00 
@ KEYSTONE WATCH REPAIR RECORD BOOK $2.50 
@ IT’S ABOUT TIME Paul M. Chamberlain $7.50 
@ WATCH AND CLOCKMAKER HANDBOOK 

DICTIONARY AND GUIDE F. J. Britten $6.00 


For the Jewelry Repairer, Engraver, Plater and Enameler 


@ JEWELRY REPAIRERS’ HANDBOOK J. G. Keplinger $1.25 
@ JEWELRY AND ENAMELING G. Pack $2.50 
@ JEWELRY MAKING & DESIGN Rose & Cirino $10.00 
@ REFINING PRECIOUS METAL WASTES C. M. Hoke $5.00 


@ SHORT COURSE IN ENGRAVING FOR JEWELERS William Kassel $ .50 
@ ART MONOGRAMS AND LETTERING (PAPER COVER) J. ™. Bersling $2! 

@ METALCRAFT AND JEWELRY Emil F. Kronquist $2.25 
® TESTING PRECIOUS METALS WITH THE TOUCHSTONE ©. ™. Hoke $1.00 


On Silver for the Jeweler, Collector and Antiquarian 


@ THE STERLING FLATWARE PATTERN INDEX With Binder $15.00 
Without Binder $10.00 


@ MARKS OF EARLY AMERICAN SILVERSMITHS WITH NOTES 

ON SILVER SPOON TYPES AND LIST OF NEW YORK SILVER- 

SMITHS (1815-1841) By the late Ernest M. Currier $16.50 
@ ENGLISH SILVER (1675-1825) Stephen G. C. Ensko and Edward Wenham $2.50 
® OLD SILVER, ENGLISH, AMERICAN AND FOREIGN §S: B. Wyler $2.75 
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CHESTNUT & 56th STS. 100 E. 42nd STREET 
PHILADELPHIA, PA. - NEW YORK CITY, N. Y. 
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Immediate Profits! 


A special deal...all set up...ready to 
go to you! It takes priority over all our 
backlog of orders. Whatever else you 
may have ordered — get this deal now! 









2 Prince Ga 


Prince Gardner 
black. Retails $7.50.----- °° 


Prince Gardner 


As advertised in Life and Esquire 


Prince Gardner Re 
orators Retails $3.50. ---- 


g Prince Gardner 
redwood, brown, 


rdner Registrars, 


brown. Retails $6.00...---- 
Registrars, bors 


gistrars, tees 


. Retails 
blac $20 





Registrars, natural 


$5.00 
-00 


wine, 
00 








Princess Gardner 


As advertised in Made 
6 Doodle-Bug Billfol 


Retails $1.00 


motselle 


ds, asst. colors. 





6 Cash i , 
Suan — ereete asst. colors. 
: ete ; sacar tes ote a e 
Retails $3.50 Paci cca 50 


6 Princess Gard 
colors. Retails $2.50 et 


2 Princess Ga d 
lue. Retails $3.50 - 


2 Princess Gard 
natural. Retails $5, 


er Re 
00 


Bistrars, asst. 


Registrars, red, 


gistrars, red, 
85 





TOTAL COST $76.60 
Profit to You $76.00! 


INCL 


UDED FREE 


Complete set of display material in- 
cluding Prince Gardner Hand, Stock 
Box, 4 color Displays, Holders, Win- 
dow Streamers, Ad Mats, Circulars, etc. 


Write or Wire At Once! 


y 





2025 S. Vandeventer Avenue 


Creators of the 


Invisible Stitch 


Fy PRINCE GARDNER 


St. Lovis, Mo 


Billfold 
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to stock, since some sections favor pastels, others strong, 
bold colors, and still others subdued shades. 

The stock should then be varied sufficiently to please 
the bulk of the tastes in your community. This does 
not have to mean an extremely large stock, but a variety 
as to type and price. 

A satisfactory rule-of-thumb, in this matter of price, 
is to allocate 20 per cent for “prestige” items which 
are outstanding in rarity and attractiveness and have 
good possibilities for sale and 80 per cent for the bulk 
of the stock. 

The prestige-building rarities may not turn over as 
rapidly as the inexpensive pieces, but they help build 
a reputation for your department. A fine antique sold 
in your community by your store will result in other 
customers, because people like to show their friends 
their antiques and almost always mention where they 
got them. Slowly, you may be able to develop a clientele 
for the more important pieces, as the people in your 
area come to know that you have them. 

The rest of your collection will be larger and more 
diversified. Cabinet pieces for breakfronts, etc., are 
readily salable. This group consists of colorful bits 
of china and glass such as odd teapots, pitchers, cups 
and saucers, interesting plates, figures, bowls and candle- 
sticks. In this grouping, inexpensive Victorian and 
older pieces not particularly rare, but decorative, can 
be had. 

Even a small shop should also include a few sets of 
attractive, inexpensive luncheon, tea and dinner plates. 
A collection of cups and saucers should also form a basic 
part of the stock, because these are now in high favor 
and there are many collectors for them. Your stock 
should include a few marked specimens with well- 
known names such as Spode, Crown Derby, Worcester, 
Baccarat, Sevres, and Wedgwood. 

Just as in modern giftwares, antique flower vases 
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Flight-Barr & Barr Worcester dinner service, floral decoration in rust, 
rose, blue, green and gold—circa 1820 (92 pieces); example of 
stock of .fine dinner services of English and Continental makers. 


are in constant demand. 
Mantel ornaments are always in demand. Candlesticks 
of crystal, especially with prisms, and china candle- 
sticks can be used as ornaments, as well as for illumina- 
tion on the dining table; thus find a ready market. 

A few pieces of silverware, both of the very old, 
though inexpensive type, and the truly rare antique, 
may be shown. 

Neat, small, hand-lettered cards of the history of each” 
interesting piece will attract customers’ attention. Each ~ 
item in stock may have a label pasted on, bearing its ~ 
name, date and origin together with any other interest-— 
ing details. These labels facilitate selling because sales-_ 
people will not have to depend on their memory and can ~ 
read the information to the customer, without guess 7 
work or unintentional misinformation. :| 

Since a specially desired piece which is not in stock 
but is located for the customer adds a permanent friend, © 
it is advisable to keep a customers’ request list so that ‘ 
you can inquire for such items on the market. 

Finally, bear this in mind when you are starting an an-7 
tique department: If your knowledge of antiques is lim- ; 
ited, buy only from reliable dealers, because otherwise 7 
you may be fooled both on the price and in the authentic-7 | 
ity of the pieces. Later on, if you become very expert) 
in the different types of antiques, you may take a chance] 
on picking up a bargain, but on the whole, even the? 
antique dealer who has been in the business all his life 
finds it safer and more profitable to buy from an um 
questionably reliable source. % 


Boxes are readily salable. 








EVERYBODY'S GETTING 
means business for the jeweler. 


‘conservation’ -minded and that 
Now’s the time to ad-7 
vertise your repair services: watch, jewelry, clock, sil- 7 


verware, eye glasses, etc. Don’t forget the ones that” 
customers have not habitually associated with jewelers” 
such as bag repairing! 
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CAMARK | e x . ee Be sure to 
POTTERY : ' | - . see it at the 
insures reliable Bo) 3 ? : New York City 


sales under : ‘ sd ‘i t Gift Show, 


all conditions. ce. : 3 : Hotel Penn- 


Priced to meet ry ene sylvania, 
the average | . bl cic aad Rooms 506A- 
demand. , ! ) 508A-510A-— 
? 512A. 


CAMARK POTTERY 
CAMDEN, ARKANSAS 
Sold exclusively in U. S. A. by 
JANIS-TARTAR, GREEMAN, INC., 225 Fifth Ave., New York City 
Los Angeles Rep.: G. P. Ellis, 712 S. Olive St. 


IRICE S€ ORES Ate WITH THESE NEW 


CRYSTAL SALT & PEPPERS 
with STERLING SILVER CAPS = gy 


“3 Bole 


A PAIR 
RETAIL 


An outstanding new promotion 
offered by IRICE right at the time 
when new merchandise is hard to 
obtain. Value plus! A real must for 
wideawake silver departments and 


— | 
gift shops. Order E 870. Pair in box. 


¥ 
ele aah ——_— Pk 


ae 


Ct - a Actual Size 
5 > de Co 


IRVING W.RICE & CO.,Inc., 15 W. 34 St.,N.Y.C. 


Write for new 40-page IRICE catalog 
FOR AuGustT, 1942 





The Art of Gem Cutting Complete—Fred S. Young, second edition, 
1942, The Mineralogist Publishing Co., Portland, Ore. 


PERSON interested in obtaining information about 

various gem-cutting processes and, at the same 
time, amassing a reasonably proficient glossary of terms 
used in lapidary work, would do well to make this work 
his starting-place. By no means an exhaustive and de- 
finitive work on the lapidary art, the book is precisely 
what the author terms it in his preface to the original 
edition: “A work aimed at giving the ‘amateur’ gem 
stone cutter complete technical data on the methods em- 
ployed in both commercial and ‘home’ lapidary estab- 
lishments, using, so far as is possible, the simplest non- 
technical terms.” 

In attempting to dispel the medieval aurora of mys- 
tery surrounding gem cutting, the author makes it clear 
that but two factors enter into the successful pursuit of 
this work: the possession of suitable (but not necessarily 
expensive) equipment, and the cultivation of certain 
skills in using the equipment properly. The various 
steps necessary to turn rough gem minerals into neatly 
polished gems of either the cabochon or faceted type are 
given in a logical, well-illustrated sequence. Sawing, 
grinding, sanding, dopping and polishing are all treated 


in a clear fashion, and a comprehensive section devoted 
to facet cutting is not only informative for one anxious 
to cultivate skill, but is also valuable for one interested 
only in obtaining a background knowledge of gem. 
cutting. 

Nearly one-half of this volume is given over to gem- 
ology (conservatively termed “gemmology”’ by the av- 
thor), dealing with the testing of gem stones, determina. 
tion of values and various assorted notes and _ hints 
relative to the lapidary art. A section on color photog- 
raphy of gems, complete with formulae for focussing, 
light readings, etc., will undoubtedly appeal to those who 
wish to combine the lapidary art with photography. 


A REAL WEDDING CAKE FOR YOUR WINDOW 


Here’s an attention-getting idea that won’t cost you 
anything but the effort, and will get you reams of pub- 
licity. Ask the most celebrated local hotel to give you a 
gorgeous wedding cake in exchange for an acknowl- 
edgment of hotel and chef in your window. Surround 
the cake with engagement rings, wedding rings, gift 
items for brides and announce that the cake will be cut 
by a newly-wedded uniformed soldier on leave and 
bride, at a given time, the pieces to be enjoyed by 
passersby. Ask your local draft board or encampment 
officer to help you hold a lottery to pick the winner. The 
local newspaper will “go for” such a publicity plan, and 
you'll glean feature space! 


NEW YORK 
GIFT SHOW 
Aug. 24 to 28 
ROOM 362 
Hotel 


Pennsylvania 
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“BIDDY 
and 
BUTCH” 


Styled in the inimitable KAY FINCH manner are new 
additions to our extensive collection of subjects by this 
clever artist. $5.25 wholesale for the pair. Complete cata- 
logue on request. 








Also Representing: 
HERMIONE CALIFORNIA CERAMICS 
SASHA STUDIOS CALIFORNIA CERAMICS 
GENUINE BRONZE BY CARL SORENSEN 
CELLINI CRAFT HAND-WROUGHT STERLING SILVER 
E. J. BAYLE, “FRENCH ART” ACCESSORIES 
HAND-WROUGHT JEWELRY BY ESTHER LEWITTES 
L. SOKOLOFF WOOD CARVINGS 
GUILFORD ARTS CO. SOLID LEATHER APPOINTMENTS 








Constituting an unequalled variety of distinctive merchan- 
dise of interest to stores maintaining a high standard of 
quality. May we urge you to call at our showroom when 
you next visit the New York market. 


M. WILLE-ART GOODS 
225 Fifth Avenue New York, N. Y. 








POE BILLINGSLEY ROSE 


The fine quality of Spode dinnerware 
is always in demand. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth gve., New York 


FOR AuGust, 1942 











GIFTS 
for 
MEN 


874 Setter Book- 
ends ...Pr. $9.00 
475 China Lamp 
hand painted 
mallards, 23" 
high, complete, 
tr eskuhees $13.00 
363 Pheasant and 
Gun Ash = 
OK + kawesdes $4. 

362 Mallard and 
Gun Cigarette 
Box ....ea. $4.75 





































FAMOUS 
PHOENIX J 
ART GLASS ff 


Announcing 
Eight NEW 
Finishes! 


SPECIAL OFFER 


Introductory As- 
sortment. Eight 
Best Sellers, each 
in one of the 
Eight New Fin- - 
ishes. - Complete, 
$20.75. 

Prompt Shi p- 
ment. 


f 


4. 


Catalogue available, send 
for your copy. 


Decorations 


0447 Memo Pad, 
Met creewss $4.75 


0472 Match Clip, 
Se ee $9.00 


0461 Shooting 
Record, ea. $4 


0476 Library Set, 
a $3.75 


Prices Quoted are Wholesale 


Complete display at 
ALSO NEW YORK GIFT SHOW 
HOTEL PENNSYLVANIA 
"GIFTS FOR SERVICE- MEN" | Rooms 250-254—August 24th to 28th 


Sold Exclusively by 


SUN GLO STUDIOS 


225 Fifth Avenue, New York 
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Relictls Direct Sexree 
for Antiques 


All types are represented in our extremely large and varied 
collection of Antiques, from the more frequently found to 
‘rare one-of-a-kind items, from pieces for but a few dollars 
to those at hundreds, for every kind of collector from the 
veriest beginner to the veteran expert. 


Write for full information on establishing an antique de- 
partment or visit our showrooms to gain the advantage of 
our many years of experience in the merchandising of 
such wares, which will prove of untold value to you. 


N. Y. GIFT SHOW, Pennsylvania Hotel, Room 466 


225 °5th AVE. 


Los Angeles: Dillon-Wells, Inc., 760 W. 7th St. 


A large Chippendale tea tray, 21” x 29”, is hand 
decorated on black—beautifully antiqued. 


Limited stock available at $8.75 each. wholesale. 


n 


= 225 FIFTH AVENUE 
AT TWENTY-SIXTH STREET 


LExington 2-2524 NEW YORK CITY. 


POTTERY 


EARTHENWARE 
and... 


Stemware, China, 

Leather, Enamelware, 

Bronze, Pewter, Figurines 

and Woods... . very 

fine examples of Amer- 

ican Craftsmanship. 
Write for details. CRYSTAL 


Lunning Jue. 


667 Fifth Avenue, New York 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















The Famous “MIRRO” Line 
Picture Frames — Perfume Trays — Clocks 
To wholesale from $6.75 per dozen up. 


Illustrated Wholesale Price 
No. 802F Frame, 7x9 or 8x10 $5.75 
No. 802T Tray 5.75 
No. 802C Clock 6.75 


New York Gift Show, Rooms 357-58 


A. STANLEY BRUSSEL 


225 Fifth Avenue New York City 


























The Only new kind of jewelry on the market. All 
glass, non-priority. Prompt deliveries. Write for 
information on display stands. Priced from $6.75 
to $30 a dozen. 


NORTON CENTERPIECES 
119 West 24th St., N. Y. C. 














Stach) 


“Sine aes 
DESKSETS 





FROM $10.80 DOZ. NET 
TO $240.00 DOZ NET 


Write for Latest Catalogue 


STATIONERS SPECIALTY CORPORATION 


Work and Show Rooms 


19 WEST 2ist ST. NEW YORK CITY 
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FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 


~ 


Refiners & | PRECIOUS 
STERLING SILVER LOVE BIRD PIN ee cena 
oy 


Size: 3" High, 2" wide 
Price: $3.75 each wholesale 


Write for literature. 


OFFICE: 


FACTORY: ET, 
CATHAY CRAFTS CORP. New vore ny. | | BROOKLYN, n. ¥. NEW YORK CITY 

















PRACTICAL GEMMOLOGY 


by Robert Webster, F.G.A. 


A handy reference book and guide to gem 
testing written in the form of a series of les- 
sons. This newest importation from Britain 
covers in succession crystallography, physical 
properties, specific gravity, light, measurement 
of refractive index, color in gem distinction, the 
gem species, synthetic gems, imitation gems, 
composite stones and artificially induced color, 
styles of cutting, practical gem testing, the 
pearl, coral, amber, jet, tortoise shell, ivory, un- 
usual gemstones and ornamental minerals. A 
useful feature is the summary of important 
highlights at the end of each lesson, and a few 
questions, the correct answers to which are to 
be found at the close. 

Other information and pertinent hints make 
this book a “must” for the gemologist’s, 
jeweler’s and gem student’s library. 


Price $2.00 Postpaid 
THE JEWELERS’ CIRCULAR-KEYSTONE 


‘ bas E. oeagan 9 56th and Chestnut Sts. 
e ew York, N. Y. Philadelphia, Pa. 

With S inucus Grace 

these lovely crystal swans will enhance the charm of any 

table setting, whether used for floating petals or blossoms, 


or as. holders for sweets or cigarettes. Of English hand {i Hy ALWAYS SOMETHING NEW 
drawn flint glass, they come in two sizes: ZODIAC BOOK ENDS @ OCCASIONAL PIECES 


About 712” long, at 2.00 About 1042”, at 3.25 ie <_ WRITE FOR LITERATURE 
; Wholesale 


Lenart Import Ltd. | TV MATIROIRT ED 


, 550 FIFTH AVENUE NEW YORK CITY 225 FIFTH AVENUE 230 FIFTH AVENUE NEW YORK CITY 
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War Cuts Into NACS’s 


Shortage of Materials and 
Merchandise Trims Attendance 
Of Exhibitors and Retailers 


If any came to last month’s Chi- 
cago convention of the National As- 
sociation of Credit Jewelers with 
“business as usual” in mind, they 
quickly woke up to the fact that the 


War, instead, is of first importance. 
Speaker after speaker from industry 
and Government told them so during the 
meetings at the Sherman Hotel, July 26 
through 29; so did the number of ex- 
hibitors—far fewer and more restricted 
in type than the record-breaking num- 
ber that showed at last year’s peace- 
time joint convention of NACJ and 
ANRJA; so did the diminished number 
of retail jewelers in attendance. 
Contributing towards the reduced reg- 
istration and exhibition were shortages 
in raw materials, merchandise, personnel 
and rubber tires, as well as considerable 
dissatisfaction that NACJ and ANRJA 
had not consolidated into one strong re- 
tail jewelers’ association that could 
speak forcefully for a united industry. 


NEWMAN HANDS RESIGNATION 


J. Frank Newman announced his resig- 
nation from the post of executive secre- 
tary “with thanks and appreciation to 
those officers and directors whose co- 
operation he has always enjoyed.” Mr. 
Newman had labored for NACJ since 
1928, two years after the association’s 
birth, and maintained headquarters at 
Detroit in 1928-29, at Philadelphia in 
1930-31, at Chicago between 1932 and 
1941, and at Washington, D. C., this year. 

Not at the time divulging his future 
plans, Mr. Newman said he would leave 
aS soon as the association named his suc- 
cessor, which he hoped would occur 
within 60 to 90 days. 

Elected president was B. G. Rudolph, 
of Rudolph Bros., Inc., Syracuse, N. Y., 
chain with stores throughout New York 
State, who had been a director during 
the last two years. Clarence Olsen, of 
Olsen & Ebann Jewelry Co., Chicago, 
became first vice-president; Edward 
Dockman, Saint Paul, second vice-presi- 
dent, and William J. Kappel, of William 
J. Kappel Co., Pittsburgh, third vice- 
president. Samuel Gerson, of Gerson’s, 
Detroit. was reelected secretary and 
Lewis Litt, of Litt Jewelry Co., Chicago, 
was retained as treasurer. 

Bf L. Freund of, St. Louis, who as 
rst vice-president had headed NACJ 
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since the resignation several months ago 
of Ralph Roessler, was made chairman 
of the board, to which Jess McEntee, 
Oklahoma City, and Fred B. Dreifus, 
Memphis, were reelected and the follow- 
ing new members designated: George 
Applebaum, Marks Bros., Chicago; Louis 
M. Greenstein, Morrey Jewelers, Colum- 
bus, O.; A. E. Newmark, Newmark’s, 
Chicago; Irving Wolfgang, Cole & Irwin, 
Detroit, and Irving N. Chayken, Arm- 
strong’s, Hammond, Ind. 

Among the resolutions was a good will 
message to Mr. Roessler, “who in re- 
signing [as president] pursued an honor- 
able path of holding to his ideals and 
convictions.” Another good will message 
went to Past President William Gibson, 
who is retiring from association work 
for a well-earned rest. 

Special thanks went to Mr. Newman 
for hard work in organizing the mer- 
chandise show under present difficult con- 
ditions and a message was sent to ex- 
hibitors expressing hope that those who 
were not represented this year, for 
various reasons, would be back at future 
conventions. 

Opening Sunday, July 26, the first 


. day of the convention was given over to 


insvection of 75 exhibits, followed that 
night by the annual College Inn frolic 
featuring Duke Ellington and his band. 
Next afternoon, the first convention 
session, attracted an attendance of 
nearly 400 to hear Floyd Leonard, chief 
of OPA’s jewelry section, discuss the 
General Maximum Price Regulation. 


MUST INCREASE MARGINS 


“We know that regardless of any regu- 
lation of prices there are certain cost 
elements for doing business that wi]! in- 
crease, that will tend to narrow profits,” 
Mr. Leonard said. “Dve to scarcity of 
merchandise. volume of sales will fall 
off and thus overhead expenses become 
a larger percentage of cost. Rent re- 
mains the same, heat and light remain 
about the same, selling expense in dol- 
lars remains about the same or possibly 
inereases, and yet with these increases 
you may not increase the se’ling price.” 

Therefore. he said, things must be 
done to increase margins of profit to 
offset some of these increased costs. He 
enumerated the following suggestions: 

“1. A more intelligent selling job. See 
that your customer at the time of sale 
understands thoroughly the item which 
she has bourht. If you sell a watch, be 
sure to exvlain the care necessary to 
keep it running accurately. Explain that 
it may need regulation. This will help 
reduce returns, which is certainly a cost 
of doing business. 

“2. See that your sales people under- 





stand how to handle your merchandise 
to avoid damage and loss; avoid scratch- 
ing, avoid other more serious damage. 
If a watch is accidentally dropped, have 
it checked immediately, don’t take a 
chance that it will be ali right. 

“3. Plan your window displays to bet- 
ter advantage. See that they are so mer- 
chandised that they can remain longer 
in the window. Can you find items that 
make interesting windows without tying 
up ‘short’ merchandise? Be sure you 
have long stocks of the items you dis- 
play. 

“4, Watch your advertising expense. 
By this, I do not mean to curtail adver- 
tising expenditure but rather do some 
educational advertising. Use your ad- 
vertising space to help your customer to 
understand her purchase better. Fdu- 
cate your customer to understand your 
problems better; show how it is her duty 
to help in price control. Watch your 
statements as to quality and life expec- 
tancy of articles you are advertising. 
Be sure you have enough stock on items 
you do advertise. Don’t run a fine sale, 
sell all your stock, then find there is no 
replacement. 

“5. If you are one of those merchants 
who supplies his own boxes, look at the 
purchase of boxes in a different light. 
You are not faced with the same com- 
petitive situation you have had. It is 
possible to buy a box that will serve 
the purpose of protecting the merchan- 
dise at considerably less price than some 
of the boxes that have been used in the 
past. Maybe some saving can be made 
here. 

“6. What about electricity in your 
store? Are you using it to the best ad- 
vantage or is some of the light going to 
waste? What about electric advertising 
signs and that type of thing? Are you 
getting full value from them?” 

Another crowd turned out Tuesday 
afternoon, July 28, to hear a discussion 
of Regulation W by Paul C. Hodge, 
general counsel of the Federal Reserve 
Bank in Chicago. 

The annual business meeting, Wednes- 
day afternoon, July 29, heard committee 
reports, elected officers and adopted 
resolutions as highlighted above. One 
of the outspoken comments at this mem- 
bers-only session came from Max Stras- 
burg, of Hollywood, Cal., who declared 
that sentiment among jewelers of his 
state is overwhelmingly in favor of one 
strong retail jewelers’ association, par- 
ticularly at this time when self-protec- 
tion demands that jewelry retailers 
speak with one voice. 

The annual banquet, scheduled for the 
third night, was cancelled. 
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War Insurance Rates for Jewelers Are Lower 


New Regulations Also Permit 
Coverage Without Limitation 
On Jewelry Stocks, Fixtures 


Unlimited coverage for stocks of jew- 
elry and a downward revision of War 
Damage. Insurance rates for jewelry 
stores have been effected by the issuance 
of an amendment to Regulations “A” by 
the War Damage Corporation. Stating 
that stocks shall be eligible for coverage 
without limitation of amount, the amend- 
ment also specified that rates for cover- 
age would be determined according to 
the type of building in which the store is 
located. 

Of great importance to jewelers who, 
under original WDC regulations were 
restricted to coverage of $5,000 on a 
single item and a total coverage of $100,- 
000, the amendment also brings rates 
down from the original sky-high 75 cents 
per $100 of valuation without “coinsur- 
ance,” to from 9 to 30 cents per $100 of 
insurance depending upon the amount of 
coinsurance, other occupants of the 
premises and construction of the build- 
ing. (Antique jewelry and silverware, 
the value of which depends primarily 
upon its age and historical signficance. 
still come under the originally-announced 
75.cent rate.) 

Numerous factors enter into the com- 
putation of rates for War Damage In- 
surance, one of the most important being 
“coinsurance.” In accepting a coinsur- 
ance clause, the insured agrees to carry 
insurance equal to not less than a stipu- 
lated percentage (50 per cent, 80 per 
cent, 90 per cent or 100 per cent) of the 
value of the property insured. If he 
fails to carry out the agreement and 
takes out less than the proper amount 
(or if he increases his amount of stock 
without increasing his amount of insur- 
ance), he is proportionally penalized in 
the adjustment of any loss. For exam- 
ple, under a 50 per cent coinsurance 
clause on a stock valued at $10,000, the 
insured agrees to take out insurance of 
not less than $5.000. If he actually takes 
out insurance of but $2,500, on a $1,000 
loss he would receive only $500 since he 
insured for only half the amount agreed 
upon. 


MAJOR USE GOVERNS RATE 


The major use toward which a build- 
ing is put (termed the “occupancy code 
number” by WDC) also affects the in- 
surance rates. Apartments, hotels, offices, 
mercantiles, warehouses and other build- 
ings not used for manufacturing pur- 
poses are considered under Occupancy 
Code Number 04. Manufacturing plants 
and structures not otherwise specifically 
provided for in the rate schedule are 
considered under Occupancy Code Num- 
ber 05 and take a somewhat higher rate. 
The presence of sprinkler systems also 
determines the rates. 

Construction of the building involved 
is also a determining factor in comput- 
ing rates; buldings or structures of fire- 
resistive construction, according to fire 
insurance standards, are placed in code 
1, and buildings of any other construc- 
tion are placed in code 2. The accom- 
panying table shows how rates are 
determined by a combination of coinsur- 
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HOW TO DETERMINE YOUR WAR DAMAGE INSURANCE RATES 


(Rates are for either building and/or contents) 


Occupancy Construction 


Code 

Type of Building Number 
Apartments, hotels, offices, mer- NS 04 
cantiles, warehouses and S04 
other buildings not used for NS 04 
manufacturing. S 04 


Manufacturing plants, piers, NS05 
wharves, bridges and other S05 
structures not specifically NS 05 
provided for in WDC rate S05 
schedule. 


NS—Without automatic sprinkler system. 


S—With automatic sprinkler system. 


Code 


Annual Rates for $100 of Insurance 
Number 


With Coinsurance of 
50% 80% 270% 100%, 
1° a -105 .098 .09 
1 ‘ .095 .088 08] 
2°* fe 14 13 12 
2 126 ALT -108 


14 13 2 
126 ALT 108 
21 -195 18 
189 176 -162 


* Refers to buildings or structures of fire resistive construction according to fire 


insurance standards. 


** Buildings or structures of other than fire-resistive construction. 





ance percentage, occupancy and con- 
struction. 


COMPUTING RATES 


As a hypothetical example of the 
method of computing War Damage In- 
surance rates, let us consider the case 
of John Jones, a reasonably prosperous 
jeweler in a fair-sized city. Assuming 
that his store is located in a five-story 
fireproof apartment building with a 
sprinkler system and that his stock is 
worth $20,000, we have enough facts to 
work on in order to determine the cost 
of his insurance at full coverage. The 
fact that his store is in a building of a 
primarily residential nature equipped 
with sprinklers puts his store in occu- 
pancy code 04. The fact that it is fire- 
proof places it under construction code 
1. Consulting the! adjoining table at 
occupancy code 04 with automatic sprin- 
kler credit and construction code 1, we 
find that the rate for full coverage with 
100 per cent coinsurance is 8.1 cents per 
$100 of insurance, or §1 cents per $1,000. 
By simple arithmetic it is found that his 
annual premium for complete coverage 
will be .81 x 20 or $16.20. 

Suppose, however, that Mr. Jones does 
not wish complete coverage on his stock 
—he may assume that it will not be com- 
pletely demolished, he may not wish to 
pay as great a premium—various factors 
may lead him to desire 50 per cent co- 
insurance, i.e., he may wish to insure 
his stock for only half of its value. The 
same procedure will be used as in the 
first example, except that the rate found 
under 50 per cent coinsurance for a 
building of Jones’ occupancy and con- 
struction is 13.5 cents per $100 of valua- 
tion, or $1.35 per $1,000. Since under 
the 50 per cent coinsurance clause insur- 
ance to the amount of only $10,000 need 
be carried, the premium will amount to 
$1.35 x 10 or $13.50. 

Taking another example, let us as- 
sume that William Smith, a retail jew- 
eler in a large city, wishes to insure his 
stock against war damage. His store 
is located in a seven-story fireproof loft 
building devoted primarily to manufac- 
turing and without automati¢ sprinklers. 
He, too, has a stock valued at $20,000. 
His shop comes under occupancy code 
NS 05 (manufacturing, no sprinkler) 





and, since his building is fireproof and 
therefore under construction code 1, his 
rate for complete coverage with 100 per 
cent coinsurance would be 12 cents per 
$100 of insurance or $1.20 per $1,000, 
His total premium would then be $1.20 x 
20 or $24. If he chose to have 50 per 
cent coinsurance, his rate would be 2 
cents per $100 of insurance or $2 per 
$1,000. Since only 50 per cent of the 
value of his stock would be covered, 
however, his total premium would be §2 
x 10 or $20. Other circumstances gov- 
erning occupation, type of construction 
and amount of coinsurance desired would 
be compared in the same fashion by 
using the table of rates. 

Jewelers with bomb-proof vauits may 
choose to carry insurance up to only 50 
per cent of the value of their stocks with 
a 50 per cent coinsurance clause since 
their loss would, in all probability, not 
be total. 

WDC policies do not cover damage 
caused by vandalism or malicious mis- 
chief. Protection against such contin- 
gencies may be had, however, by an en- 
dorsement on existing fire insurance poli- 
cies. 


TERMS OF POLICIES 


Under the terms of the policies, the 
War Damage Corporation agrees to in- 
demnify the insured “against direct 
physical loss or damage to property de- 
scribed in the application. which may re- 
sult from enemy attack including any 
action taken by the military, naval or 
air forces of the United States in resist- 
ing enemy attack.” To date the Corpo- 
ration has not issued any interpretation 
of this statement or indicated whether 
certain results of the war effort would 
be construed as coming within the prov- . 
ince of the policy, ie., damage caused by 
crashes of American trainer planes, 
bombers, etc., not directly engaged in 
resisting an invasion; damage inflicted on 
property by troops on maneuvers; dam- 
ages inflicted by American artillery and 
anti-aircraft fire as in the case of 4 
falsely-reported “invasion,” and damages 
of a secondary nature such as a. fire car- 
ried over from a building hit by an in- 
cendiary bomb. 

Applications for War Damage. Insur- 
ance may be made through insurance 
agents or brokers. - 
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. But Treasury Lets Miners 

Sell 71c. New Domestic 
Ince Silver to Industry 
10% Some ofthe current production of 
_ domestic silver—during August, part of 
18] that month’s production of five to five 
2 and a half million ounces—will be avail- 
08 able to industry and the arts. The Trea- 
: sury on July 30 consented to a post- 
2 ponement in the delivery of silver now 
08 due the Treasury under contracts with 
8 smelting companies. 
62 Most domestic silver has been sold to 


the Treasury for forward delivery up 

to five months, at a price of 71.1lc. per 
fine ounce. 

Handy & Harman said that the amount 

Ire of domestic silver which could be used 

by industry and the arts would depend 

upon what action is taken by OPA with 

“< respect to a readjustment of the price 


nd ceilings on silver products now based on 
lis the 3514c. cost per ounce of foreign sil- 
er ver, which would have to take into con- 
er : sideration an increase in the raw ma- 
0, terial cost of about 100 per cent. This 
x is because the price of domestic silver 
er is about double that of foreign silver. 
20 Handy & Harman also said that the 
er immediate supply of domestic silver will 
re not be enough for all non-essential de- 
d, mands and that eventually war demands 
2 will absorb the domestic production as 
y- well as foreign. Therefore, after no 
n more domestic silver is available, the 
d only possible way that silver can be 
y | obtained to keep silversmiths, jewelry 

manufacturers, etc., from going out of 
y business will be to ararnge for the re- 
0 lease of silver from the stocks now held 
h by the United States government—which 

total 3,335,000,000 ounces, of which 1,356,- 
t 000,000 ounces are unallocated. 


Order M-199, the first of several Gov- 
ernment orders affecting silver and 
breathlessly awaited by the jewelry in- 
dustry, was issued July 29. Severely 
restricting civilian uses of the metal 
and directing the supplies of foreign 
silver into essential production as a 
major war metal, this order only offi- 
cially confirmed a situation which al- 
ready existed in fact and left the gen- 
eral silver picture unchanged. 

After October 1, 1942, except to fill 
orders of A-1 to A-3 priority or higher, 
foreign silver cannot be used in the 

manufacture of a wide variety of prod- 
, ucts including watch cases, silverware 
and jewelry. Until that date, manu- 
facturers are limited to either one- 
twelfth of the aggregate weight used in 
1941 or one-sixth of the weight used in 
the first six months of 1942. While this 
in theory presents manufacturers with 
an opportunity to use the metal between 
now and Oct. 1, in actual practice no 
foreign silver for jewelry purposes was 
available in July or August from sup- 
pliers, since they are turning over their 
entire stocks to makers of essential 
goods. 

Domestic silver produced before July 
1, 1939, and secondary silver produced 
since that date and sold by the proces- 
sor, are also considered “foreign silver.” 

In the meantime, the direct purchase 
of foreign silver by domestic users has 
been halted through a WPB order 
amending General Imports Order M-63. 






FOR AuGusT, 1942 











The general purpose behind the order 
is, of course, to avoid competitive scram- 
bling for the insufficient supply of metal 
with a consequent possible skyrocketing 
of prices and diversion of the silver from 
uses which the Government considers es- 
sential under present-day conditions. 

The major reason for necessity of 
WPB allocation of silver to jewelry 
manufacturers lies in its increasing use 
as a Substitute for war-vital metals. Al- 
though its most publicized new use is as 
a substitute for tin in solder in food 
cans and electrical instruments, the metal 





WPB Curtails Civilian Use of “Foreign” Silver 


is also very much in demand in the chem- 
ical industry as a substitute for copper 
in vats and other apparatus. As an 
alloy with copper or other metals, silver 
is being used in electrical apparatus 
where its high conductivity makes it de- 
sirable. It is estimated that about 20,- 
000 tons of copper alone could be: con- 
served in 1942 through the substitution of 
silver for copper in the low-voltage, 
heavy current sections of bus conductions 
in the new government-owned aluminum 
and magnesium plants for which con- 
tracts have been let. In the aircraft in- 
(Please turn to page 139) 
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Setting 
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Jewelers Board of Trade 
Lists 17.423 Retail Jewelers 


Don’t let anyone kid you. You have 
not got 23,828 competitors in the retail 
jewelry business. 

Despite erroneous statements pub- 
lished elsewhere, the fact is that the 
Jewelers Board of Trade in its analysis 
of the firms listed in the March, 1942, 
reference book states that there is a to- 
tal of 17,423 retail jewelers in the United 
States. Reproduced herewith is an exact 
facsimile of the two parts of the Board 
of ‘Trade’s report in which the retail 
jewelers are tabulated—once by type of 
store, and once according to credit rat- 
ing. Note that in both places the total 
of retail jewelers is shown as 17,423. 

Nowhere in the bulletin is there any- 
thing to the effect that there are 23,829 
retail jewelers in the country, as_ has 
been incorrectly reported in other quar- 
ters. 

In fact, of the 17,423 total retail jewel- 
ry stores, 7870 are listed as having as- 
sets of less than $4,000 per store, which 
means that the number of substantial 
retail jewelers in the country is less than 
10,000. A study of the complete analysis 
of the capital ratings of the 17,423 retail 
jewelers listed by the Board of Trade 
will be interesting. It is reproduced in 
detail in Table IT. 

The Board of Trade’s total of retail 
jewelry establishments is some 3000 
greater than the number reported by the 
U. S. Census Bureau, which shows a 
figure of 14,559. The discrepancy is due 
to the fact that the Board of Trade uses 
a more liberal definition of what consti- 
tutes a retail jewelry store—including 





in this classification anyone who carries 
an inventory of even as little as $1,000, 
whereas the Census Bureau draws the 
line differently between jeweier and 
watch repairer. On this basis, approxi- 
mately 3000 small marginal establish- 
ments which the Census Bureau does not 
regard as jewelry stores are included in 
the Board of Trade’s tabulation. 

An analysis of the retail jewelry stores 
of the country by annual saies volume 
will be found on pages 56 and 58 of 
JEWELERS’ Circutar-Keystone for No- 
vember, 1941, and a similar analysis of 
watch repair shops on pages 54 and 56 
of the May, 1942, issue. 

Other groups listed in the Jewelers’ 
Board of Trade Reference Book are: 

Jewelry Manufacturers 929 

Manufacturers of Allied Lines 1164 

Wholesalers—General Jewelry 

Lines 

Wholesalers—Special Lines 

Repair Shops 

Miscellaneous 


q “The response to the recent urgent 
appeal to the Canadian public for chro- 
nometers was most encouraging,” D. 
McK. Ford, vice-president in charge of 
purchases and stores, Canadian National 
Railways, reported July 8. “Thirty of 
the chronometers required at this time 
have been offered and it is hoped that 
70 other owners of this important nau- 
tical instrument will soon respond to the 
appeal, thereby making a direct and val- 
uable contribution to Canada’s war ef- 
fort.” 





RETAILING CLASSIFICATION 





Cash Jewelers 
Installment Jewelers 


TOTAL RETAIL JEWELERS 








Retail and Special Order: Jewelers 
Retail and Manufacturing Jewelers 
Retail Jewelers and Pawnbrokers 
Retail Jewelers and Optometrists 
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Facsimile of the Jewelers Board of Trade report showing 
jewelers by types, 17,423 being listed in this fashion. 
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ction of the report listing jewelers according to 
ame total of 17,423 is given by this breakdown. 
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federal Reserve Reports 
19 Per Cent of Jewelers’ 


Charge Accounts Frozen 


Reporting only 19 per cent of their 
charge accounts frozen Juiy 10 as a re- 
suit of recently-imposed Government re- 
strictions on credit under Regulation W, 
jewelry stores throughout the country 
bettered the record of all retail enter- 
prises except the furniture business, ac- 
cording to a survey by the Federal Re- 
serve Board. A total of 22 per cent of 
the nation’s retail store charge accounts 
were held in default according to the 
survey, the highest number being in the 
women’s apparel field where 27 per cent 
were frozen. The lowest number were 
in the furniture business where but 11 
per cent were held in default. 

The sample survey which queried 
stores in the 12 Federal Reserve dis- 
tricts, covered 241 jewelry stores with a 
total of 137,318 accounts, 17,954 of which 
were fro‘en. One hundred and three 
stores with an annual sales volume un- 
der $100,000 reported that of 18,584 ac- 
counts, 3342 were frozen, an average of 
18 per cent. Stores with an annual sales 
volume over $100,000, numbering 138, 
reported that of 118,734 accounts, 22,584 
were froven, an average of 19 per cent. 

Returns from an earlier survey among 
representative retail jewelry stores con- 
ducted by JC-K indicated that approxi- 
mately 30 per cent of open charge ac- 
counts normally were not paid within 60 
days, in the past. Since the Federal Re- 
serve survey indicates that only 19 per 
cent of accounts were in default, how- 
ever, it would appear that application of 
Regulation W’s more stringent credit 
restrictions has jolted a large number of 
charge account purchasers into a reali- 
zation that bills must be paid more 
promptly in order to avoid unpleasant 
red tape. 

Department stores throughout the 
country are planning an appeal to the 
Federal Reserve Bank to exempt from 
the freezing order charge accounts with 
balances of $5 or less. Executives de- 
clared that this will have no important 
effect upon the dollar amount of ac- 
counts frozen, but will relieve the stores 
of what is now a serious mechanical bur- 
den from a bookkeeping standpoint. 





Excise Tax Yields $4,912,290 in May 


_ Receipts of the retailers’ excise tax o1. 
jewelry in June, based upon sales and 
collections made during the month of 
May, totaled $4,912,290, a slight increase 
over the previous month. Total receipts 
from the tax for the first eight months 
of its operation totaled $41,500,253. 

Following is a month-by-month com- 
parison of the tax collections compared 
with the customary monthly percentages 
of sales and their totals: 





Customary 
Amount Percentage 

of Tax of Year’s 
Month of Sale Collected Total Sales 
October ..... $1,739,464.79....... 7.0% 
November ... 3,720,419.74....... 8.2% 
December ... 9,372,831.40....... 25.2% 
January ...., 8,283,693.40....... 5.6% 
February .... 4,248,651.74....... 5.2% 
a 4,598.241.68....... 6.0% 
ee 4,625,160.90....... 6.5% 
Ws co ak 4,912,290.04....... 8.0% 
Total ..... $41,500,253.69....... 71.1% 
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Chronometers 
and 

Sextants 

WANTED! 








LARGEST AND BEST EQUIPPED CHRONOMETER REPAIR SHOP IN AMERICA 


Authorized by the Navy Department to procure them, we will 
pay you a fair price for your chronometer . . . regardless of-its 
condition. Also for chronometer clocks and sextants. Railroad 
watches and Waltham auto clocks, too, if they have winding indi- 
cators. A fair price guaranteed. No obligation on your part. 


Our expert mechanics are specially trained for the intricate re- 
pair work required. After being completely overhauled, chro- 
nometers, etc., are then turned over to the government at the 
Navy’s appraised valuation. 


SHIP TODAY. FAIR PRICE GUARANTEED. 
NO OBLIGATION ON YOUR PART. 
SPECIALIZING IN REPAIRING, COMPLICATED TIME-KEEPING MECHAN- 
ISMS, MARINE CHRONOMETERS, AVIATION CHRONOGRAPHS, SEXTANTS, 
REPEATER WATCHES AND STOP WATCHES. 


ESTIMATES CHEERFULLY FURNISHED 


ROTH BROS. CHRONOMETER CO. 


104 EAST 23RD ST. NEW YORK CITY 
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Patent No. D119666 


VIKING CRAFT 


REG. U.S. PAT. OFF. 


Beauty that Pras 
ORIGINAL CREATIONS 
IN STERLING SILVER 


* BROOCHES * NECKLACES 
* BRACELETS * EARRINGS 


ALBERT HORWIG 


11 WASSAU STREET“ NEW YORK 





PIN SPRAY 


Made in beautiful transparent vari-colored 
hard enamels on sterling silver and set with 
genuine marcasites. Attractively priced. 


See our large line of Miraculous Medals 
in Sterling Silver, set with S, 
M earl or Onyx. G/F. Spray Pins. 


FRENCH JEWELRY CO. 


137 S. Eighth St. Philadelphia, Pa. 
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Watchmakers: Want to Use Your Skill in War Work? 
Here's How Your Training Can Help Whip the Axis 


While carrying a gun is undoubtedly 
an effective and praiseworthy method of 
contributing to the war. effort, many a 
watchmaker has asked himself if there 
is no way in which he may utilize his 
own particular skill and knowledge in 
the fight against the Axis. 

The answer to this question—an em- 
phatic “Yes”’—lies in a diversion of 
watchmaker’s skills into the instrument 
assembly and repair field. There are 
four methods of entering this field, and 
all are of great importance to the suc- 
cessful prosecution of the war: (1) 
through open competitive Civil Service 


. examinations for (a) General Mechanic’s 


Helper, (b) Junior Aircraft Instrument 
Mechanic or (c) Aircraft Instrument 
Mechanic; (2) Industrial organizations 
holding Government contracts to pro- 
duce all types of instruments; (3) Se- 
lective Service Occupation Question- 
naire, and (4) The Army Specialist 
Corps. 

Civil Service Commission: Civil Service 
Application Form No. 6, Form No. 4007- 
ABC, and Supplementary Form 3D-22 


“may be filed with the secretary, Board of 


U. S. Civil Service Examiners, Middle- 
town Air Depot, Olmsted Field, Middle- 
town, Pa. The forms are available fim 
the secretary, at many first and second 
class post offices or from the Manager, 
Third Civil Service District, Customs 
House, Philadelphia, Pa. Application 
may also be made direct to the following 
Government and private industry shops: 


U. S. Navy Dept., Naval Observatory 
Instrument Repair Shop, Washington; 
U. S. Navy Dept., Hydrographic Office, 
Washington; U. S. Navy Air Base, Pensa- 
cola, Fla.; U. S. Naval Air Base, Quon- 
set Point, R. I.; U. S. Naval Training 
Station, Newport, R. I.; League Island 
Navy Yard, Philadelphia, Pa.; Ss. 
Naval Radio Station, Arlington, Va.; 
Navy Yard Instrument Shop, Washing- 
ton; U. S. Marine Base Instrument 
Shop, Quantico, Va.; U. S. Army Air 
Corps, Brookley Field, Mobile, Ala.; 
U. S. Army Air Corps Depot, Salt Lake 
City, Utah; Wright Field, Dayton, O.; 
Langley Field, Va.; Dow Field Air Base, 
Bangor, Me.; Frankford Arsenal, Phila- 
delphia, Pa.; U. S. Armory, Springfield, 
Mass.; Aberdeen Proving Ground, Aber- 
deen, Md.; Panama Canal Commission, 
Balboa, C. Z.; Roth Chronometer Service, 
New York; Westinghouse Electric Co. 
Research Division, E. Pittsburgh, Pa., or 
Westinghouse Electric Co., Meter Divi- 
sion, Newark, N. J. 


Industrial Organizations: Application, 
stating qualifications and _ exnerience. 
may be made by mail to the Personnel 
Manager of any of the following corpo- 
rations: 


Berdix Aviation Corp., Philadelphia, 
Pa., Bendix, N. J., Sidney, N. Y. and Balti- 
more, Md.; Sperry Gyroscope Co., Brook- 
lyn, N. Y.; Lockheed Vega Aircraft Co., 
Burbank, Cal.; Glenn L. Martin Co., 
Raltimore, Md.; United Aircraft Corp., 
Hartford, Conn.: Boston Gauge Co., 
Pittsfield. Mass.; Spencer Lens Co., Buf- 
falo, N. Y.; General Electric Co.. Sche- 
nectady, N. Y.; Hamilton Watch Co., 
Lancaster, Pa.; Gruen Watch Co., Cin- 
«nati, O.: Elgin Watch Co., Elgin, Ill.; 
Waltham Watch Co.. Waltham. Mass.: 
Bulova Watch Co., £30 5th Ave., New 
York: U. S. Gauge Co., Sellersville and 
Philadelphia, Pa., or Eastman Kodak Co., 
Rochester, N. Y. 


Selective Service Occupation Question- 
naire: This questionnaire will be mailed 
to all registered males under 65 in a 
census of skills and arts permitting of 
conversion to the war effort. Statements 
may be made concerning previous train- 
ing skills in a trade and experience al- 


ready held. Watchmakers holding com 
missions in either the Army or Nayy, 
either in the service or subject to call 
should contact their superior ‘officer 
request placement in an air depot of 
activities associated with instrument ag 
sembly or repair. Men actually in the 
Army or Navy should inform their ip 
duction and reception centers of their 
background. : 

Army Specialist Corps: A branch of 
the War Department under the super 
vision and direction of the Secretary of 
War, the Army Specialist Corps is made 
up of uniformed civilians to provide all 
branches of the Army and _ other 
agencies of the War Department with 
professional, scientific,, and technical 
and administrative personnel. Appli- 
cants must be citizens and _ physical 
qualifications are secondary to the 
ability to perform designated work. 
Selection is on the basis of education, 
training and experience. Information 
and the necessary forms may be ob- 
tained from Army Information Centers, 
the Adjutant General, the Army Specia- 
list Corps and the Civil Service Com- 
mission. 


4q If you find electric fans are scarce this 
summer, consider that the copper froma 
dozen such fans is enough to provide all 
the copper needed in fabricating a 20 
mm. aircraft cannon to make it hot for 
the Japs and Nazis. 


KEEP 'EM FLYING! 














DON’T 
Renew that Policy 


. . . ‘til you get a quotation 
from the Jewelers Own Com- 


pany. . 


We write fire — windstorm — Ex- 
tended Coverage for all in the 
Jewelry Industry. 

© 
With no obligation to you we 
will send complete costs on any 
policy you wish. 

e@ 
Present dividends: 
33 1/3% on fire policies 
25°, on windstorm policies 
25°, on Extended Coverage. 
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Thermoplastics Placed Under Allocation by WPB; 
Use in Jewelry Industry Must Stop on Sept. 1 


a 


SG CIyCiwagTy 


Plastic jewelry of the sort illustrated above is out for the duration as a result of allocation | 
of thermoplastics by WPB. Other plastics suitable for jewelry were placed under restriction | 


a9 





earlier in the year. 


Thermoplastics, the last plastics suit- 
able for use in jewelry manufacture, 
were put under allocation June 28 by 
WPB Order M-154. During August 
their use will be severely restricted and 
on Sept. 1 the manufacture of many 
products deemed “primarily ornamental 
or nonessential,” including jewelry and 
match boxes, will be prohibited. 

Such widely-used plastics as lucite, 
flexiglass, crystallite, tenite, vuepak and 
lustron are included under the heading 
of thermoplastics, a term which indicates 
that they may be reheated and reshaped. 
Such plastics as catalin and _ bakelite, 
once used in jewelry manufacture, were 
restricted early in the year. 

Inventories of plastics on hand the 
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SERVICE PINS 
New! Different! 


IMMEDIATE SALE TO 
@ PARENTS 
@ SWEETHEARTS 


@ RELATIVES 
OF THE BOYS IN SERVICE 


This distinctive emblem pin is of 
finest craftsmanship acceptable to 
your most fastidious customers, 
made of Sterling Silver and finished 
in 24K Gold Plate bright burnished, 
smooth polished red, white, and 
blue hard enamel center. Com- 
plete with safety catch, pins avail- 
able with two stars as well as one 
star as illustrated at the same price. 
$13.20 PER DOZ. - KEYSTONE 


RETAILS AT $1.00 
DESIGN PAT. PEND. 


H. R. TERRYBERRY CO. 


MANUFACTURING JEWELERS 
GRAND RAPIDS, MICH. 














FOR AUGUsT, 1942 


date of issuance of the order may be 
used in jewelry manufacture even after 
Sept. 1. Orders for materials prior to 
Sept. 1, however, will face stiff compe- 
tition from makers of goods essential to 
the war effort. After that date, no 
plastics for jewelry and allied products 
will be allocated. 

Under the terms of the order, war 
orders will be filled first and without 
restriction; then Class I orders (essen- 
tial transportation and communications 
equipment, industrial plants and offices, 
health supplies, etc.) After these orders 
are filled, Class II orders (commercial 
equipment, school and educational sup- 
plies, etc.) will be filled up to 50 per 
cent. Any residual supply of thermo- 
plastics over 50 per cent will be divided 
equally between Class II and Class III 
orders (less essential commercial, house- 
hold and personal items.) Until Sept. 
1, items in Class IV (primarily orna- 
mental or nonessential, including jew- 


elry), will be considered part of Class II, | 


but after this date the manufacture of 
such articles will be prohibited. 


FTC Charges Misrepresentation 


Castle Co., Inc., 1374 Broadway, New 
York, engaged in the sale and distribu- 
tion of silver chains and other articles 
of jewelry, was charged in a complaint 
issued by the FTC with misrepresenta- 
tions that it was a “manufacturer” of 
jewelry and that the “Our Lady of the 
Miraculous Medal Pendants,” which it 
sells, contained “Your Own Birthstone.” 
The word “birthstone” has a definite 
meaning, the complaint stated, in the 
minds of the purchasing public in that 
they know that diamonds, emeralds, ru- 
bies, garnets and other precious or semi- 
precious stones have been designated as 
the birthstones for particular months of 
the year. The representations of the re- 
spondent, the complaint charged, were 
false and misleading in that neither do 
the medal pendants contain precious or 
semi-precious stones nor does the re- 
spondent manufacture the pendants and 
other articles of jewelry sold and dis- 
tributed by it. Twenty days were al- 
lowed for answer. 





q A laborer with a badly lacerated 
hand and three watches in his pocket 
was found standing beside a _ broken 


jewelry store window in St. Louis, Mo. 


Police, suspecting something sinister, ar- 
rested him. 








Karrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 


Gold Combination in four sizes Bar- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal, 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 
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WEFFERLING, 


BERRY & CO. 


Makers of 
fine Emblematic Jewelry 


8B ROSE ST., NEWARK, N. J. 
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Quick - Live - Cash 


FOR YOUR 


New or Old Stock 


% DIAMONDS—I oose or mounted, per- 
fect or imperfect, from pointers to 
any carat size, large or small quantities. 


%& WATCHES — Hamilton, Waltham, 
Elgin, Longines, Bulova, Gruen, Ben- 
rus and other American or Swiss 
watches (in any condition); also Rail- 
road, stop-watches and chronographs. 
Send us your trade in watches and old 
~ hei regardless of their condi- 
tion. 


% WATCH ATTACHMENTS—in metal, 
solid gold, gold filled or plated; ladies 
or gents. 


*i EWELRY—Solid Gold or Gold Filled 

with or without diamonds; old or new, 
large or small quantities; Custom 
jewelry, antique or obsolete. 


% CLOCKS AND INSTRUMENTS — 
Chronometers, Sextants, large or 
small, expensive or inexpensive, old or 
new in any condition. The U.S. Navy 
needs them urgently. Also Waltham 
Auto Clocks with indicators, chrono- 
graphs, optical, electrical and other in- 
struments. 


%& STERLING SILVER—Wanted 100,000 
ounces fn Flatware or otherwise, re- 
gardless of condition. The high price we 
pay will surprise you. Send us a load 
today and get the CASH. 


% OLD GOLD—SILVER—Platinum and 
other precious metals. Solid, filled 
or plated. Highest market prices. 


% GENUINE — SYNTHETIC — AND 
IMITATION STONES — Loose or 
mounted. 


4 TOOLS AND EQUIPMENT—Watch- 
maker’s, Jeweler’s, Diamond Setter’s 
or Optician’s, any condition. 


% JEWELRY BOXES—Longines, Bul- 
ova, Gruen, Hamilton, Benrus watch 
boxes, ring or other jewelry boxes— 
chronometer cases. 


” MISCELLANEOUS — Fountain pens, 
electrical razors, and any other 
electrical appliances—GUNS, RIFLES, 
FIREARMS, Cameras, etc. 

I pay highest prices for complete stores 
and stock: with or without fixtures. 


WE WANT YOUR MERCHANDISE 
ANY CONDITION—ANY QUANTITY 


You can send us your merchandise with 
confidence, subject to return at our ex- 
pense if price is not satisfactory. 
Licensed and Bonded. References. 
SEND TODAY ... WITHOUT DELAY 


Write . .. Wire .. . Telephone 


IRVING SACK’S JEWELRY CENTER 
864 Broadway, New York City 


Gramercy 7-7715 
Walker 5-9265 Canal 5-8157 


Irving Sack’s Jewelry Center, 
864 Broadway, New York City 


Gentlemen: 


I am shipping you a package containing 


which I estimate to be worth $ It is un- 
derstood, however, that you will send me a check for 
a greater amount if your own appraisal of the mer- 
chandise is higher—on the otherhand should your 
appraisal be lower you will mail me your offer sub- 
ject to my acceptance or the return of the me-:chan- 
dise at your expense. 











March Ceilings for Repairs 
Should Be Listed by Sept. | 


Nearly 1,000,000 establishments 
that sell consumer services (includ- 
ing watch, clock, jewelry and silver 
repairing and engraving) are af- 
fected by the Office of Price Adminis- 
tration’s ““Maximum Price Regula- 
tion No. 165—Consumer Service,” 
which on July 1, 1942, set a top 
limit on charges for* virtually all 
services supplied to the ultimate re- 
tail consumer in connection with a 
commodity. 


Each of ‘these establishments (includ- 
ing repair shops that directly serve the 
public, jewelry stores that sell services 
whether they do the work themselves or 
send it out, and “trade” repair shops) 
is required by OPA, on or before Sept. 
as 
To prepare to the full extent of all 
available information and records (in- 
cluding books of account, sales lists, sales 
slips, orders, vouchers, con tracts, receipts, 
invoices, bills of lading and other papers 
and documents) a statement showing the 
highest prices which that individual es- 
tablishment charged for conswmer ser- 
vices it supplied during March 1942 for 
which prices were regularly quoted in 
that month 

In addition, a statement of the pric- 
ing method, if any, regularly used dur- 
ing March. (By “pricing method” OPA 
means the formula by which the seller 
figures his price for any consumer 
service, whether this formula is dis- 
closed to the purchaser or is merely the 
seller’s device for figuring cost of labor 
and materials, other costs and margin 
profits). 

And also a statement of customary 
allowances, discounts and other price 
differentials. 


COPY FILED WITH OPA 


These statements must be kept on the 
premises for examination by any person 
during ordinary business hours. 

And a duplicate of them must be filed 
on or before Sept. 10, 1942, with the 
local War Price and Rationing Board. 


Your local newspaper, Chamber of 
Commerce or school can tell you how to 
locate the board that serves your area. 

An establishment selling a consumer 
service other than at retail need only 
file the statements with the War Price 
and Rationing Board if it accompanies 
the statement with an affidavit that dis- 
closure would result in substantial in- 
ury. 

Though they must list and file their 
ceiling prices, establishments that sell 
services are not required to post or dis- 
play the schedule. 


LISTING CAN BE SIMPLE 


The service charges to be itemized may 
be comparatively few, certainly won’t 
have to be cyclopoedic. This is because 
each establishment only has to list the 
highest prices it charged for consumer 
services supplied (i.e. delivered) during 
March for which prices were regularly 
quoted during that month. 

So you would not have to list any 
ceiling price for a watch barrel if you 
did not supply a watch barrel during 





—— 
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BULLETIN! 


While this issue was on _ the 
press, OPA officials at Wash. 
ington were considering ex- 
empting the repair of watches, 
clocks and jewelry from _ the 
Maximum Price Regulation. A 
number of other services were 
also considered for exemption, 
pending further study of their 
effect on the nation’s cost of 
living and problems of enforce- 
ment, 

If exempted, watch, clock and 
jewelry repair charges would be 
watched by OPA and prices sub- 
stantially out of line with March 
levels might force such repairs 
back under the ceiling. 











March. And even if you did supply a 
barrel during March you would not 
have to list it unless you consider that 
during March you “regularly quoted” a 
price for such a part. ‘ 

On this principle, a great many odd 
and unusual repair services would not 
have to be listed, and your schedule of 
March ceilings would be limited to jobs 
that you sold in fairly substantial pro- 
portion to your total volume of services. 


HOW TO PREPARE THE LIST 


OPA has not issued: instructions on 
how establishments should prepare the 
list of. their March ceilings. However, 
it would seem practical to use standard 
8% x 11” paper and typewriter or ink, 
with your firm’s name and address at 
the top, followed by the heading, “Our 
Ceiling Prices.” 

Then could follow an orderly list of 
watch, case, clock, jewelry and silver re- 
pair and engraving, wherever you sup- 
plied such a service in. fair volume dur- 
ing March and quoted a flat price for it. 

The highest prices you charged dur- 
ing March for cleaning or overhauling 
can probably be listed according to type 
of watch (pocket, wrist; number of 
jewels, ligne-size or grade, depending 
upon how you customarily differentiate 
when quoting a flat price). Removing 
rust often accompanies a cleaning job 
but the price for this sort of work 
would not be included in the list unless 
the establishment happened to have 4 
fixed price for rust removal. 

You would also be apt to list main- 
spring, balance staff and stem _ prices 
for each principal type, size or grade 
watch. 

Prices for other services would like- 
wise depend on what you delivered and 
regularly quoted during March. You 
might have occasion to list prices for 
supplying some of the following, with 
one price perhaps in certain instances 
for ordinary watches and another price 
for high grade watches: 

Barrels, clicks, click springs, case 
screws, demagnetizing, dials, dial re- 
finishing, hands, hairsprings (flat, Bre- 
guet, high grade), jewels (balance hole, 
cap, center, plate, pallet, roller), pallet 
arbors, pinions (cannon, center), plate 
screws, pallet arbors, regulators, roller 
tables (single, double) timing screws, 
winding pinion, wheels (third, fourth, 
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escapement, center, hour, minute), yoke 
bridge. 

Similarly you would then list your 
March ceilings for case repairs, clock 
repairs, fitting crystals, engraving, op- 
tical repairs, and jewelry repairs 
wherever you supplied a service priced 
on a flat charge quoted during March. 


SERVICE CEILINGS SINCE JULY 1 


Ceilings on consumer services have 
been in effect since July 1, and vary 
from shop to shop just as uncontrolled 
prices varied during March, which is the 
“base period.” 

The prices you charge now should be 
no higher than can be computed by the 
following progressive pricing formula 
(if you can’t use step 1, try step 2, then 
step 3, etc.): 

1. The highest price for which you 
supplied the same service in March. 

2. The highest price at which you of- 
fered the same service during March. 

8. The highest price you charged for a 
similar job during March—same_ use, 
serviceability and substantially same 
price. 

4. Your highest offering price for a 
similar service. 

5, 6, 7, 8. The same progressive steps 
applied to your most closely competitive 
seller of the same class. 

9. The pricing method, charges and 
rates adopted in March 1942 by the sell- 
er to arrive at the price of a “compar- 
able” consumer service most nearly like 
the service for which a price is sought. 
A service is comparable if it has the 
same use and purpose, though not the 
same or substantially the same price. 
(Since all watch repairs serve to make 
the watch run on time, would not all 
such revairs be “comparable?”) 

10. When none of the above apply, a 
formula based on labor and material 
costs, plus mark-up, may be used. but 
this involves a detailed report to OPA. 


WPB Curtails Foreign Silver 
(From page 133) 


dustry silver is being used as an alloy 
for radiators. coolers, engine bearings 
and rings for rods. 

Governmert authorities insist that 
these essential war and civilian needs 
must be taken care of first. With con- 
sumption for thece essentials running at 
the rate of an estimated 80,000,000 ounces 
per vear ont of a total import supply of 
100,000,000 ounces, it is apparent that 
there is not enough foreign silver to meet 
the entire demand from industry and the 
arts, since ‘ewelry and silverware alone 
would ordinarily consume much , more 
than the 0.000.000 ounces remaining. 

The Treasury has already “loaned” 
WPB 40.000 tons of silver for use as a 
copper and lead substitute. The metal 
has been insured by RFC for $80,000,000 
and will he returned to the Government 
at the end of the war. 

Senator Pat McCarran (Dem. Neva- 
da), on July 21 delighted members of 
the Senate silver bloc by offering a 
unique solution to the domestic silver 
problem, proposing that the price of the 
metal be upned to $1 an ounce. Enthusi- 
asm elsewhere was conspicuously absent. 

It is hoped to increase the total avail- 
able supplies by making available to 
commercial consumers at least a sub- 
stantial part of the domestic production 
of silver which is estimated at approxi- 
mately 70,000.000 ounces for the current 
year. This, however, entails two difficul- 
ties which must first be cleared up: 
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(1) Arrangements must be made with 
the U. S. Treasury. While in theory any- 
one may buy silver at the Treasury price 
(71.11 cents an ounce) in the domestic 
market, in actual practice commitments 
and contracts by the Treasury are such 
that certain adjustments will have to be 
made. Prospects for doing this are fairly 
encouraging. 

(2) If domestic silver is acquired for 
industry at a price of 71.11 cents or 
higher, it will be necessary to make ar- 
rangements with OPA to permit price 
re-adjustments under General Maximum 
Price Regulation to make use of this 
hivher-priced silver feasible. While offi- 
cials of the bureau have indicated that 
such an arrangement would receive their 
sympathetic consideration, there is noth- 
ing official as yet. 

If these two matters can be worked 
out, the situation will be substantially 
improved for jewelry and silverware, 
particularly as the silver consumption of 
many large manufacturers is consider- 
ably reduced at present due to their 
having diverted much of their productive 
facilities to war work, thus offsetting. to 
some extent, the recent increases in con- 
sumption for sterling silver and iewelry 
and for silver as a basis for gold-filled 
and ro'led gold plate material. 

In the Providence-Attleboro area con- 
version is making some progress and it 
is estimated that 30 per cent of the em- 
ployees of jewelry plants are engaged to 
some extent in war work. 

While many manufacturers report the 
vicious circle still present (lack equip- 
ment to fill contracts, lack contracts to 
get eauinment), other firms report em- 
vloyment higher than at the same time 
last year. 

Two renresentatives of NEMJSA, Ed- 
ward O. Otis, Jr., and George A. Ingleby 
in Washington Julv 23, asked WPB for 
600 tons (21,200,000 ounces) of silver 
yearly at the domestic price in order to 
carrv the industry. adding that the fig- 
ure would be scaled down as conversion 
progressed. 


WPB Controls Copper Content, 
Sales of Army, Navy and 
Marine Insignia 


Because of the need for copper in 
more vital parts of the war effort, WPB 
on July 19 restricted use of the metal 
in uniform insignia and limited sales of 
the insienia in an effort to halt its use 
as costume jewelry. 

The curtailed use of copper in insirnia 
will save 300 tons of the red metal a 
vear, according to WPB. While it may 
still he used to some extent, the order 
prohihited entirely the use of aluminum, 
nickel, nickel silver, chromium and some 
other metals. Since most silver-colored 
insignia are made of nickel silver or 
chromium, officers now face the prospect 
of buying sterling silver bars. Copper 
may be used in an alloy in gold-colored 
insigia but only up to 65 per cent by 
weight in fasteners and up to 83 per 
cent by weight in insignia fronts. 

The sales restriction permits sales only 
by Army and Marine corps post ex- 
changes and Navy ship service stores. 
Retail stores, tailors and others who 
have handled insignia in the past may 
dispose of stocks on hand, but sales may 
be made only to persons who present 
official War Department identification. 








—For the RIGHT STONES 


—At the RIGHT Price 


—Come DIRECT TO STONE 
HEADQUARTERS 


Everything in STONES from 
Amethyst to Zircon 


G NATHAN & 60. 


INCORPORATED 
PRECIOUS STONES ond PEARLS 
610 FIFTH AVENUE, NEW YORK 


since /RN\ 190! 


PF 


PROVIDENCE BRANCH: 40 Fountain St. 














LAPIDARIES 


of Recognized Talent 





Here only Master Craftsmen 
are entrusted with cutting and en- 
graving, incrusting and drilling, 
matching and jobbing stones of 
all types... 


NATHAN 


71 NASSAU STREET 
NEW YORK CITY 
(*Affiliated with S. Nathan & Co., Inc.) 
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GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


GENUINE 
ZIRCONS 


Whites and Blues 


GENUINE 
GARNETS 


Rounds and Ovals 


AMETHYSTS 
TOPAZ 


AGATES 


Plain or Drilled 





Mail Orders Promptly 
Filled 


Special Attention to 


CUTTING . 
ENCRUSTING 
DRILLING 


MAX STERN & CO. 


Importers 


17-23 John St. New York 














by Walter Galli 








| STRANGELY ENOUGH 


Louis 
VAN BERGHEM 
1§ CREDITED WITH 
BEING THE FIRST 
WHITE MAN TO 
CUT AND POLISH 
DIAMONDS !/ 


AMSTERDAM: : +1456 





oserrt [BULTON, INVENTOR 
OF THE STEAMBOAT WAS A 
MASTER WATCHMAKER #! 











WPB Ready to Consider 
Ring Jewel Allocation; 
Freeze Order Clarified 


Consideration will now be given to 
requests from suppliers for allocation of 
ring jewels to watch repair uses, ac- 
cording to Alan Magary, chief of the 
Quartz and Minerals Section of the Mis- 
cellaneous Minerals Branch of WPB. 
Stocks of jewels in the hands of sup- 
pliers were frozen by WPB General Con- 
servation Order M-50 issued Feb. 28. 

According to Mr. Magary, up to the 
present requests for allocation have not 
been encouraged, but WPB now feels 
justified in granting such requests for 
repair purposes provided they are not 
large. 

Although Order M-50 was by some 
persons supposed to have frozen all 
stocks of jewels, WPB’s Miscellaneous 
Minerals Branch states that such is not 
the case. The order restricts the sale, 
transfer and delivery of jewels in the 
hands of “suppliers” and their use in 
manufacturing. Under the terms of the 
order, a “supplier” is “any person who 
engages in the importation, manufacture 
or processing of jewel bearings or jewel 





bearing material.” A wholesale material 
dealer who does not import or process 
jewels is not a supplier under the defi- 
nition of the order, nor is a person who 
repairs watches but does not import or 
process jewels. These persons may use 
or sell ring jewels of any size in the 
revair of watches. 

Order M-50 restricts only the sale, 
transfer and delivery of jewels in the 
hands of suppliers and the use in manu- 
facturing of large ring and Vee jewels. 
Large ring jewels are defined as larger 
than .050 inches, diameter; .012 inches 
thickness and hole size of .006 inches. 
Jewels must be larger than all of these 
“erures in order to fall within the classi- 
fication. 


q Fred Warneke, one of the most pop- 
ular manufacturers’ representatives in 
the Chicago territory, with offices at 10 
S. Wabash Ave., is now the representa- 
tive for the S. O. Bigney Co. in Chicago, 
the middlewest and the south. 


q Sid Phillips, Keevsake diamond ring 
representative in Tllinois, Michigan and 
eastern Missouri, is now a proud pappy. 
A girl, name’s Jane Leslie. 
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q Harold Cohen, importer of colored 
stones, 620 Fifth Ave., has moved from 
Room 520 at that address to larger and 
more commodious quarters in Room 505. 
q Anthony Beisler, a jeweler with the 
firm of Champenois & Co., Newark, N. 
J., together with Mrs. Beisler celebrated 
their golden wedding anniversary June 
15. 

* Zaidens-Mendelsohn, Inc., importers of 
star sapphires, 62 W. 47 St., have dis- 
solved their partnership. Nathan Zaidens 
is continuing the business at the same 
address. 

Boyd Evans, assistant secretary of 
ANRJA and son of Charles T. Evans, 
secretary of that organization, married 
Mrs. Alma B. Exner at the Church of 
the Heavenly Rest, June 30. After a 
wedding trip to Sea Island, Ga., the 
couple took up residence in Mount Ver- 
non, N. Y. 


Launches Scrap Campaign 
In the Jewelry Industry 





Henry H. Harteveldt explains. the scrap 

value of tin shipping cases for watches to 

Blanche Dunkan, one of the captains of the 

New York salvage drive. A pile of the 

cases, which can be converted into useful 

metal for planes and guns, may be seen 
on the table. 


_ An intensive salvage campaign among 
jewelers has been started by Henry H. 
Harteveldt, New York manufacturing 
jeweler. Cooperating with the Salvage 
Division of OEM, he has contacted jewel- 
ers in all parts of the country and par- 
ticularly in the East, reminding them of 
the importance of scrap material in the 
war effort. 

Pointing to a specific instance, he stat- 
ed that the cases in which Swiss watch 
movements are shipped to this country 
contain valuable tin and zinc. 

Six boxes of such cases have been col- 
lected in the New York area. 

Jewelry salvage committees will be 
organized in each of the principal cities 
throughout the nation. 





Cheyney Heads Credit Institute 


William J. Cheyney, vice-president of 
the National Retail Furniture Associa- 
tion, will become executive director of 
the Retail Credit Institute of America 
Aug. 15, according to an announcement 
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made by Nathan S. Sachs, vice-chairman 
of the institute’s general committee. The 
institute will represent generally the 
installment merchants of the United 
States. It will assemble the statistical 
data and trade studies necessary to show 
the true economic and social service 
which this method of distribution has 
rendered to the public and to the 
country. Jewelry, furniture, clothing, 
music and appliance stores are among 
the many trades represented. 


Jewelry Industry Sets $50,000 
Quota for Greater 
New York Fund Campaign 


Oscar M. Lazrus of the Benrus 
Watch Co., chairman of the Jewelry 
Section of the Greater New York Fund, 
has announced that the trade has already 
subscribed $30,000 in the campaign and 
that $20,000 more is in sight. This will 
complete the quota adopted by trade 
leaders for the 1942 drive now being 
conducted. Last year a total of $43,000 
was given by the jewelry industry. 

This news featured a meeting of the 
Fund’s jewelry section in the Rainbow 
Room of Rockefeller Center, attended by 
the following executives: R. F. Warren, 
Bulova Watch Co.; Pierre C. Cartier, 
Cartier, Inc.; Benjamin Eichberg, Eich- 
berg & Co.; Benjamin Gross, Benjamin 
and Edward J. Gross, Inc.; Abraham S. 
Hirshberg, Finlay Straus Jewelry Co.; 
Max Jacoby, of Jacoby-Bender, Inc.; 
Jacques Kreisler, Jacques Kreisler, Inc.; 
Royal C. Linthicum, Buss-Linthicum- 
Thorson; Isidore Lipschutz, Norman M. 
Morris, Herbert Ollendorff, David Shi- 
man, Aaron Sverdlik, Maurice Tishman, 
Milton Weil and Charles Barnett. 

In announcing that $30,000 already 
has been contributed, Mr. Lazrus said: 
“There is no doubt in my mind that the 
jewelry trade of New York will meet 
its quota of $50,000. Firms and corpora- 
tions in all other spheres of the city’s 
business and professional life are solidly 
backing the Fund and we jewelers now 
are organized to do our part. The 
Fund’s appeal only once a year on behalf 
of 400 welfare and health agencies is of 
immense value to business men who were 
harrassed every year by hundreds of 
solicitations. The Fund has made it 
possible for us to do our part in sup- 
porting public welfare by contributing 
once every twelve months, with the cer- 
tainty that our money will be used where 
it will do the most good.” 





Salesmen Golf for Navy Relief Fund 


A golf tournament, proceeds of which 
were turned over to the Navy Relief So- 
ciety, was held at the Ocean Side Golf 
Club, Ocean Side, L. I., July 15. Larry 
Sparks of the Wadsworth Watch Case 
Co. and Al Strauss of the Star Watch 
Case Co. were members of the commit- 
tee in charge of the affair which was 
attended by over 50 representatives of 
the jewelry industry. Prizes, consisting 
of rare and extremely valuable golf balls, 
were won by Harry Lynch of the Had- 
ley Co., Sam Lewitt and Mr. Strauss. 





BUY WAR BONDS 





OMEGA 


The watch of world precision record 


NORMAN M. MORRIS 


WATCH CORP. 


608 Fifth Ave... . New York 


FRIEDMAN GEM CO., INC. 


5,000,000 
ROYAL MARCASSITES 


Delivered in Sealed Packages 
ZIRCONS w 


CULTURED PEARL NECKLACES 
CHINESE JADE 


71-73 Nassau St., New York City 








ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS @GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York. N. Y. 


——— 
Sasteciaiinn 

















BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrun 


DOUBRAVA CO. 


12 John St., New York City 








LOCKETS & CROSSES BRIDAL SETS 
10 Kt. & 14 Kt. LADIES’ PLATINUM 


or Gold Filled 


BIRTHSTONE RINGS rg 


JOSEPH A. RICH 


Mfrs. of Plat. & Gold Jewelry 
62 W. 47th St. & New York, N. Y. 








SIMONS BROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








CORRUGATED BOXES 


Over 100 sizes in stock 


PAPER—TWINE—TISSUE—GUM TAPE 
If it's a Shipping room item 





we have it 
SAUL ROSNER 
143 Greene St. New York City 








“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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JUNE SALES SHOW GAIN OF I1 PER CENT 


MARCASITES 


GENUINE SWISS—ALL SIZES 
NEB 


GENUINE OPALS re 
GENUINE AMETHYST Hef] SOte Fea wo 


+12 +3 


OWA — 
ne OnIO 
+17 


OKLA ING 


GENUINE TOPAZ NE Page| La 


TEXAS 








MAX SCHUSTER 


10- WEST 47th ST. 
NEW YORK 











hApRY ©. SCHICK inc 


OFFICES 
347 51n AVE., NEW YORK, N. Y. 
105 CHESTNUT ST., NEWARK, N. J. 
CHICAGO + LOS ANGELES +» SAN FRANCISCO 





GOLD 
aad 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


We. HERTEL & CO.. Ine. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


*23 years at the same 
address” 


( Before) 
(After 














WANT ADS 
It pays to use Jewelers’ Circular- 
Keystone Classified Ads 














SPECIAL ORDER WORK 


on-Hand Made 

PLATINUM RINGS 
Write for Estimates 
K. ABRAHAM 


47th St. Diamond Center 
54 W. 47th St.. NEW YORK 











BB NON-REPORTING STATES 
AR aa 


Sales of independent jewelry stores during June, 1942, were 11 per cent 
greater than those for June, 1941, according to data supplied by stores in 22 
states to the Current Statistical Service of the Census Bureau. Since sales 
during May were 8 per cent above those for the corresponding month of the 
previous year, an upward trend is indicated. 


South Carolina took top honors in 
June with a sales increase of 45 per 
cent over June, 1941, a considerable 
jump from its 17 per cent gain in May. 
Oregon, leader for May, took second 
place, reporting sales 29 per cent better 
than June, 1941. Washington came 
third with sales 23 per cent above June, 
1941, and Massachusetts ranked fourth 
with an increase of 22 per cent. Two 
states, California and Nebraska tied for 
fifth place, reporting sales 21 per cent 
better than June, 1941. 

Michigan and Connecticut, two war- 
boom states which dipped surprisingly 
last month, remained at the bottom of 
the heap, reporting sales 4 and 17 per 








cent respectively below those for June, 
1941, 

As may be seen from the accompany- 
ing map, eight other states enjoyed sales 
over 10 per cent better than those for 
June, 1941. Ohio reported an increase 
of 17 per cent, New Mexico 16 per cent, 
Oklahoma 14 per cent, Kansas 12 per 
cent, Colorado, Iowa and Wisconsin ll 
per cent, and Texas 10 per cent. Only 
three states, Pennsylvania, Michigan and 
Connecticut, reported sales less than the 
June, 1941, level. 
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Sales for June, 1942, were 
Sales for June, 1941, were 
Sales for June, 1940, were 
Sales for June, 1939, were 
Sales for June, 1938, were 








RETAIL JEWELRY SALES 
Month by Month for past five years 
Taking January, 1938, as |00: 
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MAY EMPLOYMENT IN JEWELRY, WATCH AND SILVER 
MANUFACTURING PLANTS 


(3-Year Average 1923-25 = 100.0) 


Employment 


May 

1942 

97.7 
Silverware and plated ware 67.3 
Clocks, watches and time 


recording devices 114.4 


Payrolls 

April May May April May 
1942 1941 1942 1942 1941 
99.4 104.4 110.1 108.9 97.7 
66.0 82.9 81.2 79.8 90.8 


111.9 115.9 177.9 167.6 143.4 
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Canadian Excise Tax 
Of 25 Per Cent Imposed 
On Ali Jewelry Items 


A retail excise tax of 25 per cent has 
been imposed on all sales of jewelry, 
crystal, cut glass and silverware under 
the terms of Canada’s 1942-43 budget. 
The levy applies to jewelry, whether 
real or imitation, including diamonds and 
other precious and semi-precious stones 
for personal use or adornment of the 
person; goldsmith’s and _ silversmith’s 
products including all gold, silver, chro- 
mium or other plated ware, and pewter 
ware. Clocks and watches are also sub- 
ject to the tax. 

Practically every conceivable article 
that might be sold in a jewelry store is 
included under the tax regulations. In- 
cluded are articles made in whole or in 
part of ivory, jet, amber, coral, mother- 
of-pearl, natural shells, tortoise shell, 
jade, onyx, lapis-lazuli or other precious 
stones. Items in this class selling for $1 
or less are exempt. 

Clocks and watches adapted to house- 
hold or personal use also are taxable, 
with the same exemption for articles sell- 
ing for $1 or less. 

Cut glassware, crystal glassware 
whether cut or uncut, etched glassware, 
metal decorated glassware and marble 
as well as china, porcelain, earthenware 
or other pottery except articles used in 
the preparation of food or drink are also 
subject to the tax. Articles of this sort 
selling for 50 cents or less are exempted. 

Originally, the 25 per cent excise tax 
applied to leather goods, smokers’ sun- 
dries and fountain pens and pencils. As 
a result of an amendment July 14, how- 
ever, the tax at point of sale does not 
apply to such articles as a 35 per cent 
manufacturer’s tax has been imposed 
instead. Inventories now in the hands 
of retailers are exempt from this tax; 
only goods delivered after July 14 will 
be affected. 

Mechanics of the tax system, originally 
providing that receipted bills bear a tax 
stamp, have been altered to permit re- 
tailers to prepare a daily statement of 
sales to whch the requisite number of 
excise stamps must be affixed. Such 
statements must be kept by the retailer 
until required. ‘for examination by a Na- 
tional Revenue officer. 

Refunds are handled by the retailer 
securing a receipt from the customer, the 
latter certifying that he has received a 
refund of his tax. This certified receipt 
is placed on the office record for the day 
the refund was made and a sum equal to 
the refunded tax is deducted from the 
total stamps to be applied for the day. 

Immediately after the tax went into 
effect June 23, much confusion resulted. 
A shortage of excise stamps on June 24 
complicated matters, and difficulty in 
notifying merchants in outlying districts 
of the workings of the system caused 
additional confusion. The offices of the 
Canadian Jewelers’ Association have co- 
operated with revenue officials in in- 
forming all jewelers of the complete pro- 
cedure involved in collecting the tax. 


Wholesalers’ Sales 2°%/, Over ‘41 


Wholesale jewelers’ sales in May, 
1942, were 2 per cent greater than for 
the same month of 1941, and showed a 
less than 0.5 per cent change from April, 
1942, according to data supplied by the 
current Statistical Service of the United 
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States Census Bureau. Wholesalers’ 
sales for the first five months of 1942 
were 19 per cent greater than the same 
period of 1941. Inventories, while 12 
per cent above those for May, 1941, 
were 3 per cent less than in April of 
this year. 

Collection percentages of wholesale 
jewelers during May, arrived at by 
dividing collections by accounts receiv- 
able, were 34 per cent as opposed to 
23 per cent in May, 1941. Accounts re- 
ceivable were 7 per cent less than in 
May. 1941, but 2 per cent more than 
in April. 


WPB Order Allocates Diamond Dies; 
Production, Delivery and 
Use Covered 


Small diamond dies used in drawing 
wire, essential in making many electrical 
combat instruments, were placed under 
complete allocation control by WPB 
General Conservation Order M-181 
issued July 1. The order covered pro- 
duction, delivery and use of the dies 
and affected users as well as makers. 
Only sales to the Defense Supplies Corp. 
are unrestricted. 

No “small diamond dies,” those having 
a diameter of 0.0015 in. or less, may be 
bought, sold, transferred, or delivered 
without specific WPB authorization and 
the Director of Industry Operations may 
specify how dies are to be used. Each 
supplier of dies is also directed to set 
aside, at once, all stocks of small dies as 
a reserve against future allocation 
orders. 

No shortage of diamonds exists, WPB 
said, but there is an insufficient number 
of skilled workers in this country who 
can perform the difficult and delicate 
operation of drilling holes 1/3 the 
diameter of a human hair through dia- 
monds, the world’s hardest substance. 
France was formerly the center of the 
die-making industry, where it has 
existed for decades as a cottage trade, 
and it is only within recent months that 
it has been technically possible to step 
up United States production. 

Suppliers of dies are required to file 
Form PD-559 with WPB on or before 
the 15th of each month, and consumers 
of dies must file Form PD-560 at the 
same time. While wire for electric light 
bulbs and other civilian electrical prod- 
ucts must be made with small diamond 
dies, the order is not expected to reduce 
materially available supplies of these 
products. 





Fifty Years of Service Given by 
Cambridge, Mass., Watchmaker 


James A. Rice of Cambridge, Mass., 
has just rounded out a half century of 
service as a watch and clock repairer 
and jeweler in the same modest little 
shop at the corner of Cambridge and 
Fifth Sts., where he started in business 
50 years ago. Although now 78 years 
old, he still intends to keep at work, 
“because,” he says, “the days ahead look 
promising.” 

For some of his older customers, Mr. 
Rice is keeping old key-winder watches 
in condition, the same watches he sold 
to them hack before the turn of the 
century. He observes that people are 
now turning to the watch and clock re- 
pair experts to keep their old timepieces 
in service because of the shortage of new 
watches and clocks. 
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J. A. SAMUEL & CO. 


220 BROADWAY NEW YORK 


RUTHENIO-PLATINUM 
RUTHENIO-PALLADIUM 














BUY WAR BONDS 





WATCH MATERIAL 


Parts for all makes of 
Swiss & American watches. 


Prompt mail service. 
Write for Catalog C 


DEAN COMPANY 
116 Nassau St. New York 
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ARCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 
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For Immediate Delivery— 


ORDER NOW—NO RATIONING—WE 
CAN SUPPLY UP TO A DOZEN OF A 
NUMBER TO A CUSTOMER—WHILE 
OUR STOCK LASTS. 


STAFFS AND STEMS FOR 


A. SCHILD BULOVA 


10!/-—Cal-984-1002 {10 AE-10AN-10AR-10AW 
10!/o—Cal-340-341 8 AM-8AZ 
834—Cal-970 8 AL 
734—Cal-964 8 AE 
634—Cal-1023 7 AP-7AH 
634—Cal-962 7 AF-7AL-7AW 
634—Cal-723-589 6 AM-6AZ-6AH 
6Vo—Cal-628 6 AF-6AE-6AW-6AR 
5Vo—Cal-1012 5 AB 
5Y4—Cal-655 4 AX 
5 —Cal-976 4 AH-4AE-4AF-4AZ 
434—Cal-1017 4 AL-4AK 
4Vo—Cal-748 3 AL-3AN-3AF 


ALSO STAFFS AND JEWELS FOR ALL AM 


ERI- 
CAN WATCHES—ELGIN—WALTHAM—HAMIL- 
TON—ILLINOIS. 


ALSO A COMPLETE LINE OF AMERICAN AND 
SWISS MATERIALS FOR ALL MAKES IN GENU- 
INE AND IMITATION. . .. Write for catalog... . 


ORDER NOW 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


134 South Eighth Street, Philadelphia, Penna. 























KLGIN & BELMAR 


———WATCHES 
LOUIS SICKLES 


10'S Chestnut St.. Philadelphia. Pa, 
WW lesale Ditributobstothe Trade” 





ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








BOWMAN 


Technical School 
Courses for Success fer 
Watchmakers 
Engravers, Jewelers 
Write for free beok ‘Your 
Future and Our Seheol’’ 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











YARD F. BROGAN 


Manutecturer of Disti e Diamond 
Mountings and Welding Rings 








TILMORE WATCHES 
LATEST STYLES IN LADIES' AND GENTS’ 
Alse fapel novelty watches and the popular waterproot 
watch for the man in service. 

Write for price-list. 

Solely distributed by 
CENTRAL WATCH MATERIALS & SUPPLY CO.,INC. 
134 S$. 8th Street Philadelphia, Penna. 
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q Michael Orloff, vice-president of the 
Sansom Street Business Men’s Associa- 
tion, has left “The House of Milner,” 
728 Sansom St., for a post with the 
Army Ordnance Department in Phila- 
delphia. 

q Judith Gersh, daughter of Joseph 
Gersh, an associate of the House of Mil- 
ner on Sansom St., was married June 
28 to Aaron Mellon of New York. A 
few days after the wedding, the groom 
joined the service of Uncle Sam at Fort 
Dix. 

q Hyman Kaplan, a jeweler of Ridge 
Ave. near 19th St., was acquitted of 
receiving two. stolen watches from an 
18-year-old Negro, before Judge Edward 
G. Shmidheiser. Kaplan denied testi- 
mony that he bought two watches from 
Joseph Scott for $7 which the boy had 
stolen from another Philadelphia jew- 
elry store. 

q Between April and May, employment, 
payrolls and employee-hours in Penn- 
sylvania plants manufacturing jewelry 
and novelties rose 1 per cent each, ac- 
cording to a survey made by the Federal 
Reserve Bank of Philadelphia. Using 
the 1923-25 average as 100 per cent, the 
employment index was four per cent 
lower than in May, 1941; payrolls were 
five per cent lower, and employee-hours 
were down 9 per cent. 

q A receiver has been appointed to 
handle the affairs of Joseph A. Starks, 
52-year-old jeweler who disappeared 
April 27 with $35,000 worth of jewelry 
from his mid-city store at 142 S. 17th 
St. Federal Judge Guy K. Bard ap- 
pointed the receiver after receiving a 
petition from three New York jewelry 
firms asking that Starks be declared 
bankrupt. The creditors are Whitelaw 
Bros., for $8281 in merchandise; Lon- 
gines-Wittnauer Watch Co., Inc., $4061, 
and Goodfriend Bros., Inc., $1540. 

q Jewelry salesmen in Philadelphia are 
hard hit by the permanent gasoline 
rationing program which started July 22 
along the eastern seaboard. In reject- 
ing the applications of four jewelry firm 
salesmen for more than the 32 gallons 
provided every two months by the basic 
“A” book, Irving Dogole, chairman of 
Philadelphia Board No. 73, said: “We are 
willing to bend over backwards, because 
we know that gasoline means their live- 
lihood, but there is nothing in the regu- 
lations which permits us to give a non- 
essential salesman extra fuel.” 


Jewelry Manufacturing Trade 
Has Rise in Weekly Earnings 


Average weekly earnings in the jewel- 
ry manufacturing industry during May 
rose to $30.06 as compared with $29.32 
for the preceding month and $28.86 for 
March. Average hours worked per week 


were 43.2 in May as opposed to 42.2 in © 


April and 43.7 for the month of March. 
Hourly earnings averaged 69.9 cents dur- 
ing May compared with 68.9 in April 
and 66.4 in March. 

In the clock, watch and time-recording 
instrument industry May average weekly 
earnings increased to $34.49 from the 
April level of $33.18 and the March 
average of $32.05. Average hours worked 
per week increased but slightly in May, 


rising but two-tenths of an hour from 
April: May hours worked averaging 
44.7, April 44.5 and March 43.8. Average 
hourly earnings during May in this in- 
dustry rose to 76.6 cents from the April 
level of 74.7. March hourly earnings 
averaged 73.2 cents. 

In the silverware and plated ware in- 
dustry, average weekly earnings in May 
were $35.93 as compared with $35.25 in 
April and $35.77 in March. Average 
hours worked weekly dropped almost 
imperceptibly to 44 from the April aver- 
age of 44.1. The March average was 
45.2. Average hourly earnings rose al- 
most two cents in May to 82.2 cents from 
the previous month’s level of 80.8 cents. 
Average hourly earnings in March were 
79.9 cents. 


Canadian Sales Up 21 Per Cent 


Jewelry store sales in Canada, the 
Dominion Bureau of Statistics reports, 
averaged 21 per cent higher in May this 
year than in the corresponding month of 
1941, gains ranging from 16 per cent 
in the Prairie Provinces to 25.7 per cent 
in British Columbia. In Quebec province 
the increase was 25 per cent, in Ontario 
19.7 per cent, and in the Maritime prov- 
inces 18.7 per cent. Fact that in June 
Canada was to increase its retail tax on 
jewelry to 25 per cent may have spurred 
sales in May, a month when U. S. jew- 
elry sales were only 8 per cent ahead of 
the same month of 1941. 
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Elgin—Hamilton—Waltham Watches 


Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 














ELGIN — WALTHAM — HAMILTON 
BULOVA — GRUEN 
REBUILT WATCHES 


of the better kind, for the better Jewelers, 
of every description in Swiss and American 
for ladies and gents.—Orders filled promptly. 
We also carry a full line of watch cases of the 
latest styles in every description at the lowest 
market prices. 


Write for Cataloa. 
CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 
134 S. 8th St. Phila., Pa. 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


‘Broad and Somerset Streets 
PHILADELPHIA. PA 
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¢ The General Chain Co. of North Attle- 
poro has closed its plant “for the dura- 
tion.” Edwin H. Cummings, Jr., presi- 
dent, said that the silver shortage was a 
factor in his decision to shut down. 

q The Providence Journal and Bulletin 
have published further editorials assail- 
ing the “silver bloc” for its action in 
tying up a huge hoard of silver at West 
Point while the R.I. jewelry industry 
is faced with a crisis because of its 
inability to obtain silver. 

q Reflecting further manufacturing cur- 
tailment, June payrolls of R. I. jewelry 
and silverware plants dropped 7.2 per 
cent from the total of the previous 
month. The Federal Reserve Bank of 
Boston reported the June total as $1,- 
656,279. Local well-informed sources 
point out the decline doesn’t fully reflect 
the situation as wage rates are well 
above last year’s level. 





School of Design Will Offer 
Bachelor of Fine Arts Degree 


Announcement of a new degree sched- 
ule whereby the Rhode Island School of 
Design will offer the degree of Bachelor 
of Fine Arts has been made by Dr. 
Royal B. Farnum, executive vice-presi- 
dent. A Bachelor of Science degree has 
been offered by the institution in the 
field of industrial arts for several years. 

The new degree schedule will begin 
with the fall term of 1942. The action of 
the board of trustees in voting this addi- 
tional degree makes the school the first 
private non-profit-making institution un- 
affiliated with a college or university to 
offer an all-out degree schedule. 





Hard Glass Subs for Sapphire 
In Electrical Instruments 


Jewels of glass, substituting for syn- 
thetic sapphires as pivot bearings in 
small electrical instruments, have been 
announced by engineers of the General 
Electric Co. Composed of a specially 
made hard glass, the jewels are reported 
as being superior to the Swiss sapphires 
in instrument work because they permit 
of greater accuracy in setting. While in- 
ferior to the sapphires in hardness, this 
is claimed as an advantage since the 
hardness of the glass is more nearly the 
Same as the steel used in instrument 
pivots. When instruments are dropped 
both pivot and glass are affected equally 
= little variation results, the engineers 
said. 3 

Glass for bearings was first used by 
General Electric 25 years ago but with 
the introduction of the synthetic sap- 
phires its use was curtailed. When the 
sapphires were cut off by the war, how- 
ever, the company again explored the 
possibilities of the hard glass bearing. 





Their "Woman of the Year" 


The H. T. Purvis & Son jewelry store, 
Jonesboro, Ark., tied in neatly with the 
Showing of “Woman of the Year” at a 
local movie house, by conducting a con- 
test to find “Jonesboro’s Woman of the 
Year.” A medal was awarded the 
winner. 
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AUGUST 


3-8 Western Home’ Furnish- 
ing Market, Western Mer- 
chandise Mart, San Fran- 
cisco. 

3-14 Chicago Gift Show, 
Palmer House. 

3-15 Merchandise Mart Gift 
Show and China, Glass- 
ware and Pottery Market, 
Merchandise Mart, Chi- 
cago. 

9-14 San Francisco Gift, Lamp 
and Housewares Show, 
Palace Hotel, San Fran- 
cisco. 

23-27 Seattle Gift, Lamp and 
Housewares Show, Hotel 
Olympic, Seattle. 

23-30 Southwestern Merchandise 
Exhibitors, Baker Hotel, 
Dallas. 

23-30 Allied Gift Show, Hotel 
Adolphus, Dallas. 

24-28 225 Fifth Ave. Gift Show, 
New York. 

24-28 ANRJA Convention, Wal- 
dorf-Astoria Hotel, New 
York. 

24-28 New York Gift Show, 
Hotel Pennsylvania. 
30-Sept. 3 Ohio State Gift Show, 
Deshler Wallick Hotel, 

Columbus. 


SEPTEMBER 


6-11 Kansas City Gift Show, 
Hotel Phillips, Kansas 
City, Mo. 
7-11 Detroit Gift Show, Statler 
Hotel. 
14-18 Boston Gift Show, Hotel 
Statler. 
28-Oct. 2 Philadelphia Gift Show, 
Hotel Benjamin Franklin. 


OCTOBER 


4 Arizona RJA Convention, 
Phoenix. 


Carving Knives, Forks 
Not "Flatware" 


Carving knives, forks and steels are 
not considered sterling silver flatware 
even though they have sterling silver 
handles and are, therefore, subject to 
the restrictions of General Limitation 
Order L-140, according to an interpreta- 
tion issued by WPB June 29. After 
June 30, 1942, no metals other than gold 
or silver might be used in their produc- 
tion under the terms of the order. 





Ernest Lindstrom, Pacific coast sales- 
man for Helm & Hahn, Pittsburgh 
manufacturers, went on a fishing trip in 
Michigan during June together with 
Frank Foss, Carl Helmstaedter and 
Fred K. Hahn. Relaxation, you know, 
in preparation for vigorous selling trips 
which commence in August. 





ROUGH SYNTHETIC RUBIES 


WHITE SAPPHIRES 
In stock and cut 
to your Special Order 
Also—TOPAZ 


AMETHYSTS 
JADE 


PHILIP F. POPOLLA 
10 East 43rd St.  —Ss_N.. Y.. City 
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22 Patterns Sterling Silver 
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SILVER COMPANY 
Rhode Island 





Providence 





DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 

Price $1.50 Postage Paid 
This book of all gems gives complete 
definitions of every stone used by 
jewelers from Achates (ancient 
name and origin of Agate) to Zircon 
and Zonochlorite with their specific 
gravity, chemical composition, crys- 
tallographic origin, hardness, refrac- 
tive index, etc. 


It is a valuable ready reference list 
for the retail jeweler, manufacturer, 
importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% 
inches. 
THE JEWELERS’ 
CIRCULAR-KEYSTONE 


100 E. 42nd St., New York, N. Y. 
5éth & Chestnut Streets, Philadelphia, Pa. 











REED & BARTON 


SILVER POLISH 


A superior polish—made by sil- 
versmiths for jewelers’ use and re- 


sale. 

Freight now prepaid in U. 8. in 
specified minimum lots — jeweler 
receiving full 100% profit. 

REED & BARTON - Taunton, Mass. 








Sold only direct 
to Retailers 






250 Sterling Charms in Illustrated Catalog on request 


WELLS MFG. CO., ATTLEBORO, MASS. 








ENGRAVING - ENGINE TURNING 
DESIGMING - BROCADING 


* 


NORTH ATTLEBORO ENGRAVING CO 


\ LEI 
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Announcing 


INTERNATIONAL 
STERLING 


in three proven patterns 


MINUET-WEDGEWOOD 
COURTSHIP 


Limited Quantities 
for Sept. Ist delivery 


ORDER NOW 











21 WEST 
BALTIMORE ST. 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 








ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e 








5 HOPKINS PLACE, BALT!MORE, MD. 








TERLING  TOLLOWWARE 


met TZ 


fi. G. Schule; Company 


423 E. Lombard St. 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 
The Jewelers’ Circular-Keystone 


Chestnut & Séth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 
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q L. D. Stalleup, secretary-treasurer of 
the Tennessee Watchmakers and Jew- 
elers Association, has moved his office 
to 2605 Acklen Ave., Nashville. 

q The Norfolk and Portsmouth RJA 
held its final meeting of the season June 
8. It will resume activities again the 
first Thursday in September. 

q A. Bartley & Sons., Norfolk, Va., have 
announced that C. P. Harmon is now 
associated with them as assistant man- 
ager of their Church St. store. 

q Members of the Portsmouth, Va., RJA 
have agreed to close Wednesday after- 
noons at 1 vo’clock, according to C. P. 
Harmon, secretary of the association. 
q Ralph F. Langreck, former secretary- 
treasurer of the Tennessee Watchmakers 
and Jewelers Association, has opened a 
manufacturing jewelry business with 
offices in the Hitchcock Building, Nash- 
ville. 

q In accordance with an annual custom, 
James H. Levi, who conducts the Leon 
Levi store at 314 W. Lexington St., in- 
vited a number of friends in and out 
of the jewelry business to be his guests 
for several days during July at Galen 
Hall, Wernersville, Pa. 

q Theron D. Sowers, treasurer of the 
Horological Association of Virginia and 
well known to watchmakers and jewelers 
in the state, has accepted a position as 
a watch and chronometer repairer for 
the U. S. Government, and is now in 
Washington. 

q George F. Scheer, head of the jewelry 
firm of Scheer & Co., Richmond, Va., is 
adding to his reputation as a business 
man by gaining fame as a writer. He 
is now engaged in working on a book 


about the South and went to Baltimore: 


early in July to do research. 

q By a vote of 21-17, the Louisiana 
State Senate, at Baton Rogue, recently 
voted to indefinitely postpone action on 
a 2 per cent sales tax. The measure had 
previously passed the House of Repre- 
sentatives by vote of 61-430. The Senate 
action kills the measure for this session. 
q With 944 marriage licenses issued in 
Chatham County, in which Savannah, 
Ga., is located, for the first six months 
of 1942, an increase of approximately 50 
per cent has been recorded over the same 
period of last year, when 645 licenses 
were issued. Officials expect 1942 to set 
new marriage license records. 

q L. E. Kaiser, known in Baltimore as 
“the clock man” at 321 N. Charles St., 
on July 8 married Miss Nancy Redding, 
a trained nurse. Mr. Kaiser, who is 73 
years old, succeeded to the business con- 
ducted by his father, the late Charles 
Kaiser, who had established himself as 
a clock and jewelry dealer in Baltimore 
in 1849, 

q Announcement of the election of John 
J. Noonan and Ray J. Haydel as vice- 
president and secretary, respectively, of 
Coleman E. Adler & Sons, New Orleans 
manufacturing jewelers, was made June 
27 by Milton P. Adler at a dinner at- 
tended by employees of the firm at the 
Lakewood Country Club. Robert Myers, 
manager of the watch department, was 
also announced as a new member of the 
executive committee of the firm. 

q Members of the Atlanta Watchmakers’ 
Guild met at the home of vice-president 


Carl Harris June 16, where they dis- 
pensed with the usual order of business 
and enjoyed a hamburger roast with all 
the “fixin’s.” Afterward, George New- 
ton, of the Jewelers’ Supply Co., pre- 
sided at the piano while those not too 
full to do so sang and others swapped 
stories in the first outing of the year for 
the watchmakers. 

q Herman Weiman, who has been con- 
ducting a retail business at 311 Market 
St., Wilmington, Del., for some years, 
disposed of his stock and fixtures the 
week of July 12 in preparation for a 
visit to his daughter in Hollywood who, 
under the name of Gloria Warren, is 
appearing in a film entitled “Always In 
My Heart,” with Kay Francis. Mr. 
Weiman expects to make his home in 
Los Angeles for a time at least, and in- 
tends to stay out of the jewelry busi- 
ness for the duration. 

q In order to aid defense workers who 
work six days a week and are unable 
to buy jewelry, clothing, and various 
lines from good shops, the Retail Mer- 
chants Association of Louisville, Ky., 
has answered a plea of defense workers, 
and about 100 stores hereafter will open 
at 12:30 p.m. on Monday, and remain 
open until 9 p.m. that night. Included 
in the list are Lemon & Son, Geiger & 
Ament and the Gem among jewelry or- 
ganizations, plus the Dolfinger China 
Shop and several department stores. 

q At the last meeting of the Horological 
Association of Virginia, held in late May, 
it was voted to discontinue annual meet- 
ings for the duration of the war. A 
committee was appointed to continue 
work on the proposed licensing law for 
watchmakers, and membership dues will 
be used for the purpose of furthering 
this project and keeping the members 
informed as to progress. Applications 














THE “U.S.” LEAVES 


NO STONES UNTURNED 


We're out "digging" for new ideas in 
jewelry to replace merchandise no 
longer available. Every source and 
every possibility is being explored so 
that you will be able to continue serv- 
ing your customers. And, you can 
count on us to keep you informed 
whenever something new in quality 
jewelry turns up. 


US. JEWEERY CO 


Baltimore & Liberty Sts., Baltimore, Md. 
Importers of Easton Watches 








THE JEWELERS’ CIRCULAR-KEYSTONE 








for membership or renewals of member- 
ship may be sent to the secretary, Miss 
Lorene M. Tinsley, 361 Walnut Ave., 
Roanoke. 





Lakein Heads Baltimore Jewelers 


At a reorganization meeting of the 
Jewelers Association of Baltimore held 
June 24 and attended by approximately 
90 representatives of the retail, whole- 
sale and manufacturing jewelry trade, 
David R. Lakein of the Lakein Jewelry 
Co., was elected president; Howard C. 
Heiss of the Howard C. Heiss Co., first 
vice-president; Norman D. Green of M. 
Greenebaum & Sons, second vice-presi- 
dent; Arthur Reibetanz of Hennegen 
Bates Co., treasurer, and J. W. Mehling, 
was re-elected secretary. The following 
directors were elected to serve for a 
period of one year: Arthur N. Jenkins, 
J. Jenkins Sons Co.; David H. Mor- 
stein, Wm. J. Morstein & Son, and 
Abraham Robinson, Castelberg’s. The 
following were elected to serve as di- 
rectors for a period of two years: Ellis 
T. Baker, Jr., The Stieff Co.; Arthur S. 
Goldman, S. & N. Katz, and S. Judson 
Mealy. 

Leo H. McCormick, OPA state admin- 
istrator, explained the maximum price 
control regulation, and then conducted 
an open forum. 


Southern California Jewelers Golf; 
Officers Elected for Ensuing Year 


The second spring tournament of the 
Southern California Jewelers’ Golf As- 
sociation was held June 25 at the South- 
ern California Golf and Country Club, 
Monterey Park. The president’s trophy 
was won by I. Behrstock and $25 war 
savings bonds were won by A. Kopper- 
man, Bert Cuman and Jick Barrett. 
Low gross winners for the. L. Heller & 
Son trophy were Bernie Cohn, Byron 
Houck and Walter Butler. Low net 
winners for the Bartley Doyle trophy 
were Meyer Kebre, Sam Halfner and 
Ted Brown. The guest prize went to 
A. Luege. 

Soap golf balls won by Harry Prez- 
ant, Ted Brown, Ed Hutton and Percy 
Raton gave toastmaster Apffel a chance 
to demonstrate the use of the prizes by 
washing his hands. 

At the dinner meeting the following 
were unanimously elected: president, 
Dave Stromberg, Bastheim & Co., Los 
Angeles; first vice-president, V. D. Boy- 





son, Long Beach; second vice-president, 
Nate Blank, Los Angeles; secretary- 
treasurer, A. W. Baerthein, Sr., E. W. 
Reynolds Co., Los Angeles. Directors 
are all past presidents: Ed T. Hanover, 
Lewis Jewelry Co., San Pedro; Wm. 
Stromberg, Hollywood, and George Fin- 
ley, Compton. A donation of $50 was 
voted to the U.S.O. 

James Apfel acted as _ toastmaster, 
calling on H. L. Mitchell, Ben Lewis, 
Geo. Durham, Frank Clark, Paul Howell 
and others. 


CRJA Scores Discount, Catalog 
Houses; Price and Credit 
Co-operation Pledged 


At a directors’ meeting of the Cali- 
fornia RJA, held in Fresno June 28 
with 19 directors present, President 
Julius Loeb reported on the progress 
made by the association during the year, 
complimenting A. I. Hall & Co. and 
E. W. Reynolds Co. for getting new 
members. A. N. Slavick, Los Angeles, 
who was present in his capacity as 
regional vice-presiden€ of ANRJA, was 
elected a director of the CRJA with 
full voting power. 

A recommendation was adopted that 
the association keep in close touch with 
Better Business Bureaus in their efforts 
to curb the advertising approach of dis- 
count and catalog houses. Through ad- 
vertising fictitious price lists, the public 
is led to believe they are securing bar- 
gains, Mr. Slavick explained. Coopera- 
tion with other groups in securing the 
passage of New York State Trade Prac- 
tice Act was promised. 

Resolutions were adopted pledging 
full cooperation to the Federal Reserve 
Board in connection with Regulation W, 
and to the OPA in connection with gen- 
eral maximum price regulations. Mem- 
bers are to be furnished with sample 
bookkeeping forms designed for the 
preparation of the base period state- 
ment, the forms to be distributed by 
the association with OPA approval. 

The meeting concluded with the adop- 
tion of a code of ethics for CRJA, 
members. 





q One electric dry shaver will keep one 
man well-groomed, but the copper in a 
hundred electric dry shavers would make 
a smoke tank for an airplane—a smoke- 
tank which, by throwing a screen around 
a fighting ship, might save many Ameri- 
can lives. 








NEW RETAIL ENTERPRISES 








Name and Address 


Owner or Manager 


Stanley H. Brauchler, 4811 Newport Ave., Ocean Beach, Cal..... 


Farnsworth Jewelry Co. (formerly Hibbet’s), Tustin, Cal........ Albert H. Farnsworth 
L. Hardaway (formerly Stewart & Forby), Magnolia, Ark....... Dorothy Bennett, mer. 
Gomer Jones (formerly Hagan’s), °4 So. Gallatin Ave., Union- 

NS PNR ss ah kG Gus facia as oe oA vale dale eo Se uae cekatbanaasee 
Mexic Bros. Jewelry Store, 624 Canal St., New Orleans, La..... Harry & Perry Mexic 


Herbert Nagel, Al’s Super Service, Shelby, Mich 


Post Credit Jewelry Co. (formerly Heiman’s), 1130 State St., 


Me eatin, Sols. dikin vs vd venenwante < en 


ee 


Harry Post 


Rothschild Jewelry Co., 145 W. Franklin St., Monterey, Cal.....D. J. Henry, mgr. 
W. E. Smith (formerly Austin’s), 1149 Broadway, Tacoma, Wash.. 
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i" DIAMOND 
PAPERS 


EUROPEAN AND DOMESTIC 
LARGEST VARIETY IN 





sewers’ SUPPLIES 














WRITE FOR CATALOG-SAMPLES-PRICES. 


|. KASSOY, INC. 


THE WORLD 


TEL. BR. 9-6300 
9 W. 45 ST. 
N. Y. C., U.S.A. 








THE OFFICIAL 
“IN SERVICE” 


PINS! 


‘Traffic Builders’’ for 
your store in sterling and 


baked enamel . .. hand 
polished . . . individually 
earded . . . actual size as 
shown. 


To rETAIL AT 1.00 
DESIGN PATENTED 
Available with following in- 
signia: Army, Navy, Air 
Corps, Marines with one, 

two or three stars.* 

Buy direct or through jobbers. 
IMMEDIATE DELIVERY 

* Army only 


OF NEW YORK 
219 W. 7th Street 


VOGUE JEWELRY CO. 


LOS ANGELES, CALIFORNIA 











SAFE! 




















for 30¢, 
play FREE. 
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KLEIN 


ECONOMICAL! 


And 


EASY TO USE 


KANTOR’S 


Sunshine 
SILVER POLISH | 


Made especially 
for Silverware 
ended by Jewelers and 
Silverware manufacturers as 
efficient cleaner and 
restores to tarnished and soiled 
silver its original] lustre. 
3 sizes—4 oz., 8 oz., 16 oz. Retail 
50¢, 85¢. Counter dis- 


& SON: Montgomery, Alabama 


an 
polish that 
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JEWELRY, GEM CUTTING 
and METALCRAFT 
By W. T. Baxter 
Price $2.50 Postpaid 


Jewelers Circular-Keystone 
100 E. 42nd St., New York 








@ STOP-WATCHES 


CASH FOR @ CHRONOGRAPHS 


@ CHRONOMETERS 
@ SEXTANTS 
(New or Used — Any Quantity) 


for 


w . 


JARDUR IMPORT COMPANY 


874 Broadway. New Y 
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VISIAAY AA Bircinrinciater 


For Com plete 
Dependability 
SEND YOUR 
WATCH DIALS TO 








Since 1858 


FULLERS FINDINGS 


known as BEST QUALITY 


ORDER 


FROM YOUR JOBBER 
GEO. H. FULLER & SON CO. 
Mane oacturers PAWTUCKET, R. 1. 








Sal SILVER (py, 
> CHROMIUM Q 
PLATINUM 


| SILVERWARE | nn 


| Repaired Repleted | hetines 


SWARTZ & CO. 
10 S. Wabash Ave. Chicago, Ill. 


SEFORE 


BEAD 

















CONSULT... 
M. Y. FINKELMAN 


for 
Diamonds and Diamond Jewelry 


EST. 1923 
29 E. MADISON ST. CHICAGO 








Your Jospsper Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 











- 


DINARY WO 
BECKER-HE 
29 E. Madison St. 
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q Ted Tracy, manager of the Chicago 
office of H. C. Schick, Inc., Newark, 
N. J., recently moved their offices from 
31 N. State St., to larger quarters in 
Room 833, Pittsfield Building. 

4 Clifford McLane, jewelry buyer for 
Benj. Allen & Co., returned last week 
from a buying trip to Eastern markets 
on which he was accompanied much of 
the time by B. C. Allen, head of the 
company, and reports unusual success in 
securing merchandise for Fall and holi- 
day business. 

4 Friends of “Bill” Thorsen of Buss- 
Linthicum-Thorsen, are congratulating 
him upon the success of the Logan 
Square Buick bowling team which he has 
coached and managed during the past 
year. In competition with 1900 teams 
at the Women’s International Tourna- 
ment in Milwaukee, the team won world’s 
championship, first for individual and 
second for doubles. 

q The formal opening of the Rifas 
Credit Jewelers new store at 1634 Chi- 
cago Ave., four doors east of their 
former location, occurred on July 11 
when they welcomed hundreds of visi- 
tors and received many floral pieces 
from friends in the trade. This new 
store was specially arranged and fitted 
for their business and is considered one 
of the most beautiful and efficient stores 
in Chicago. 

q Ben Halpern of Halpern Jewelers, 
209 S. State St., the efficient secretary 
of the Credit Jewelers Association of 
Chicago for the past five years, was 
appointed executive secretary by the 
directors of the organization, effective 
July 1. His principal duties will be to 
supervise the observance of the code of 
ethics recently adopted by the associa- 
tion, which was heartily endorsed by 
the Better Business Bureau of the city. 


Old Sol Shone on the Bon Air Club 
Causing Golden Roosters to Crow 


The luck of the Golden Roosters car- 
ried through this year and with 19 rainy 
days in June, none fell on June 25 to 
spoil the program of the 23rd annual 
outing and initiation arranged for that 
day at Bon Air Country Club. Golf, 
soft ball, horseshoes, darts, bean bags 
and various other events furnished 
amusement and tests of skill for the 
more than 100 prizes. All during the 
day the six candidates for membership 
entertained and served the membership 
under the direction of Walter Connor, 
Ingersoll-Waterbury Co., chairman, and 
11 members of the Wrecking Crew. The 
new members are: Adolph Bitterman, 
Stein & FEllbogen Co.; Max Adler and 
Harry Arenson, Hampden Watch Co. 
and Mayson C. Robbins, Handy & Har- 
mon, all residents, and the following 
non-residents, Dave Paul, Mendikow & 
Paul, Memphis, and -A. C. McKay, Stein 
& Ellbogen Co., Detroit. 

In the ball game the “buyers” under 
leadership of Herman Kraemer, Lossau 
& Kraemer, again defeated Chanticleer 
Imhoff’s “peddlers” by a last-inning rally 
when Bill Hill of A. C. Becken Co., 
knocked out a homer which changed the 
score from 4-3 to 7-4. 

Golf winners were Leonard Lewy, 
Lewy & Goodman, and Al Long, J. R. 


Wood & Son, each with a 78, and Tom 
Kouzmanoff, Benj. Allen & Co., first in 
low-net. Among winners in other events 
were Allen Pinero, LeStage Mfg. Co, 
Bill Bart, Jacoby-Bender, Inc.; Bill Me. 
Grewy, Ostby & Barton; Sam Grossman, 
W. & H. Jewelry Co. and Harry Mit. 
chell, R. F. Simmons Co. 

Before distributing prizes after dinner, 
Chanticleer Imhoff announced that it had 
been brought to his attention that al] 
of the 22 men elected Chanticleer since 
organization in 1921 were living and lj 
were present at the meeting. 


Deny Misrepresentation Charges 


Answering a complaint issued by the 
FTC, Sidney B. Koller and Bernice 
Feitler, trading as Chicago Wholesale 
Co., 230 W. Monroe St., Chicago, denied 
that they made misleading representa- 
tions in the sale of jewelry, silverware, 
luggage and giftware. 

The respondents “deny each and every 
allegation contained in the said com- 
plaint” which alleged that they represent 
the list or catalog prices set out in their 
catalogs as being the prices at which 
the type of merchandise they handle is 
ordinarily sold by retailers and that the 
differences between such catalog prices 
and the catalog prices less stated dis- 
counts represent the savings to purchas- 
ers from ordinary retail prices. Actually, 
the complaint alleged, the respondents’ 
quoted list or catalog prices are fictitious 
and in excess of retail prices and, when 
reduced by the stated discounts, are the 
regular prices charged by the respond- 
ents. Hearings will be held in due 
course. 


q The Bulova Watch Co. has announced 
that 100 per cent of its employees are 
now enrolled in the U. S. Treasury’s Pay- 
roll Deduction Plan for the purchase of 
U. S. War Bonds and Stamps. 


q Canadian wedding rings have been 
standardized for the duration of the 
war at one-tenth of an ounce, without 
engraving or facets, and will sell for a 
standard price of one guinea. 











MAYNARD LEVY 


America’s Leading Jewelry 


AUCTIONEER 


Announces the completion of the 
Udall & Ballou sale on Fifth Ave., 
New York, largest sale of the kind 
ever made, and is now booking sales 
for the rest of the year. No sale too 
large or too small to receive personal 
attention. 

COMPLETE STOCKS BOUGHT FOR CASH 

ADDRESS 


207 So. Wabash Ave., Chicago 
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They’re In the Army Now 


Brief mention of the lads in the Industry who have 
entered their Country's Service 


There must be something about men 
in the jewelry industry that immediately 
persuades the Army and Navy to make 
officers out of ’em. Most of the news 
we get from the lads recently reports 
that they’ve just won bars or, at the 
very least, stripes for their blouses. Per- 
haps we’re just sensitive since we realize 
that our own peculiar abilities would 
doom us to a lifetime of fumbling 
privatehood. A glance at the newly- 
commissioned officers sprinkled  willy- 
nilly throughout the following column, 
however, should convince practically 
anybody that the jewelry industry is go- 
ing great guns. 


Exhibit A: Harry D. 
Henshel, secretary 
of the Bulova Watch 
Co. and a member 
of its board of di- 
rectors, has been 
commissioned a ma- 
jor in the U. S. Army 
Air Corps and has 
already left for ser- 
vice. Nay more, the 
Henshels are a mili- 
tary family — son 
Harry B. is now. a 
second lieutenant in 
the Field Artillery. 


q Then there’s Jesse O. Linzer, formerly 
acting assistant manager at Granat 
Bros., San Francisco. Just commissioned 
an ensign, he’s now training at Notre 
Dame U., South Bend, Ind. 


q Take the two employees of Charles S. 
Rivchun, Cleveland wholesaler, for ex- 
ample. Son Frederick D. is a second 
looie at Camp Polk, La., and Robert 
Fuldauer is a corporal with a_techni- 
cian’s rating stationed at the Army War 
College, Washington, D. C. 





Raymond C. Toler- 
ton, Jr., son of the 
Elgin National 
Watch Co. mana- 
ger for Texas, Okla- 
homa, Louisiana 
and Arkansas, was 
graduated from An- 
napolis, June 19, 
after completing a 
three-year course. 
After a ten-day 
leave with his par- 
ents in New York, he 
left for active ser- 
vice in parts un- 
known. 





q Alpin Chisholm, general manager of 
Bugbee & Niles Co., North Attleboro, 
Mass., jewelry manufacturers, is now a 
private in the Army and is starting his 
training at the Air Corps Technical 
Training School, Miami Beach, Fla. 


q Norman Goodman, secretary of Weks- 
ler & Goodman Co., 5 South Wabash 
Ave., and active in the management of 
the business for the past several years, 
is now in the U. S. Army. 


q Stanley C. Brasch, salesman for The 
Ball Co., recently departed for Fort 
Knox for officer’s training in the mech- 
anized artillery division of the Army. 
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q Charles J. Beck a former salesman for 
the Rost Jewelry Co., Indianapolis, Ind., 
will soon be a second lieutenant in the 
air force at Ellington Field, Texas. 


q Captain W. Reynolds Carr, who closed 
his Albany jewelry business to rejoin 
a National Guard unit at the time it was 
» e:alized, reported in a letter to t c 
Albany Exchange Club that he was ill 
in an Atlanta, Ga., hospital, but hoped 
to be discharged from the _ institution 
soon. He wrote: “The day can’t come 
too soon when I can get back to my out- 
fit.” 


q Cincinnati comes through with its 
usual quota of lads in the service: Jack 
Gerwe, formerly associated with his 
father in the Gerwe-Frohman Co., has 
been promoted corporal and transferred 
to a foreign station; Robert H. Hersch- 
ede, son of the head of the Herschede 
Hall Clock Co., has completed his basic 
training in the Air Corps and awaits a 
commission as second lieutenant, and 
Robert H. Schwager, until recently 
connected with the business of his father, 
Ed Schwager, enlisted in the Marines 
last month. 


Seymour Epstein, 
son of Samuel P. 
Epstein, vice-presi- 
dent and sales man- 
ager of the Bulova 
Watch Co., was 
commissioned a sec- 
ond lieutenant in 
the U. S. Army June 
3, and assigned to 
the Signal Corps. A 
graduate of Penn 
State, he was study- 
ing at Harvard Law 
School when the 
Army called him for 
induction in July of 
last year. He spent was later sent to 
six months with the officers’ training at 
Air Corps at Coch- Fort Monmouth, N. 
ran Field, Ga., and J. 


q Hither and yon department: Oscar 
Fine, manager of the Rogers Jew- 
elry Store, Portland, Me., was inducted 
into the Army June 6. B. A. Miller, 
Burlington, N. C., jeweler, has received 
a commission as a petty officer, aviation 
machinist’s mate second class in the Na- 
val Reserve. Raymond J. Weiler, owner 
of the Lennox Jewelry Co., St. Louis, 
Mo., a flying instructor in World War 
I, has returned to active duty as a cap- 
tain in the administration school, Miami 
Beach, Fla. Otto Schvab, San Diego, 
Tex., jeweler has volunteered for ser- 
vice in the Navy. G. Don Trimmer, Lo- 
rain, O., jeweler and a World War I 
veteran, has received the rating of avia- 
tion machinist’s mate second class. Ro- 





land Hamilton, son of World War I | 


veteran F. H. Hamilton, Wooster, O., 
jeweler, has joined the U. S. Marines. 


Communiques from the Baltimore sec- 
tor indicate (a) Myron Rubey, general 
manager of the Kay store, entered the 
U. S. Army June 15; (b) Victor Stras- 
burger, formerly with J. Engel & Co., 
is now an air cadet stationed at Max- 
well Field, Ala.; (c) James Weller, also 

(Please turn to page 155) 


GET YOUR START IN 
WATCHMAKING! 
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Enter this highly-paid profession 
under guidance of master craftsmen 


Skilled watchmakers are in big demand. 
Steady salaried jobs open. Learn this 
interesting profession at the Elgin 
Watchmakers College. Hundreds of 
graduates making fine salaries. Spon- 
sored by the Elgin National Watch 
Company and accredited by U.H.A.A. 
Intensive training under Elgin crafts- 
men. Moderate tuition. If you are 17 
or over, write to Dept. G-13. 


ELGIN WATCHMAKERS COLLEGE 


ELGIN, ILLINOIS 








JOS. H. BAUER 


The House of Better Rings 


Manufacturer of Fine Diamond and 
Platinum Jewelry 


Fine Special Order Work. 
5 North Wabash Avenue, Chicago 


WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 














DETROIT, MICH. 





McRAE & SHAW 


163 N. Michigan Ave., Chicago, Ill. 


Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD'S RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 





ficme WATCH CO. 


5S S.WABASH AVE. CHICAGO ILL. 





USED WATCH 
MATERIALS 


USED MOVEMENTS | 1| 
Good Condition 2 
Good Dials 


0-Size Elgin, Waltham 
75, $2.50— 15), $3.50 
12 or 16 peg ag 
73, $2.50 — 15J, $3. 

9 oo Open Face THE PRICE OF 


J, $4.00 | NEW MATERIALS 















SOWLVD 404 GNIS 


Wheels, pinions, 

Het forks, efc., 
‘or all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 











6 Size Elg., Wal., Hto. 
73, $1.50 — 15J, $2.00 
Reet. 


6), $2.00 — 15J, $2.50 
10% L6J. $1.00 153.$1.50 


























GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 











A GENERAL LINE 
FOR THE JEWELER 
DIAMONDS—WATCHES 
JEWELRY—CLOCKS 
SILVERWARE 
THE SAMUEL 
WEINHAUS 


COMPANY 


800-808 LIBERTY AVE. 
PITTSBURGH — PA. 





Jewelry Repairing 
DIAMOND SETTING ENGRAVING 
Strictly Trade Sh re) 
DOERNBERGER G&G MUCK 
406 Pittsburgh Life Bldg., Pittsburgh, Pa 


Telephones: AT,7848 - AT.4959. 








LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 
403 Clark Bldg., Pittsburgh, Pa. 











HELM & HAHN CO. 
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MANUFACTURERS BLDG. 
PITTSBURGH, PA. 























q Alex C. Dunn, credit manager for 
John M. Roberts & Sons, spent his vaca- 
tion at Cambridge Springs and Chau- 
tauqua, N. Y. 

q J. Harry Wattles, president of W. W. 
Wattles & Sons Co., is spending the 
summer in West Hartford, Conn. D. F. 
Walton, manager of the same firm, has 
been spending the past few weeks in 
Canada. 

q Morris Goldstock, a supply man in the 
Oliver Building, states that 80 per cent 
of necessary materials are on hand for 
all jewelers who need them. Twenty per 
cent shortage, he claims, is due to un- 
precedented purchasing by many 
jewelers. 

q “Jack” Roberts III, of John M. Rob- 
erts & Sons, chairman of the directors of 
the Western Pennsylvania RJA, called a 
meeting recently at which all new regu- 
lations affecting the industry were dis- 
cussed. Arrangements were made for a 
new series of bulletins to be sent to 
members. The directors appointed 
George Spies chairman of the Eastern 
Ohio committee, Martin Morrow of Mc- 
Keesport was named chairman of the 
inter-city committee and a War Emer- 
gency committee was named to coordi- 
nate the work of the directors. 

q Leonard D. Helfer, president of the 
Retail Jewelers’ Association of Western 
Pennsylvania, was named chairman of 
the jewelry group of the “Retailers for 
Victory” campaign which ran through 
the month of July. On July 1 he spoke 
over the radio station WCAE urging 
greater purchases of War Bonds and 
Stamps on the part of retailers, and also 
asking for a vigorous conduct of the 
campaign in stores. In his own domain, 
the Clark Building, Mr. Helfer has can- 
vassed one floor at a time and met with 
considerable enthusiasm on the part of 
persons wishing to purchase stamps and 
bonds. 


Pennsy Horos to Frolic Aug. 23 


4q The annual picnic and reunion of the 
Horological Association of Pennsylvania 
will be held Aug. 23 at West View Park, 
Pittsburgh. Proceeds of the affair will 
be used to defray expenses of filing 
petitions for a state  watchmaker’s 
licensing law during the January ses- 
sion of the Legislature. 

W. O. Smith, president of the associa- 
tion, has extended an invitation to all 
watchmakers and jewelers in Western 
Pennsylvania to attend the affair. Virgil 
Petrocelly is chairman of the committee 
in charge of the affair, assisted by Mr. 
Smith, J. P. Sommer, Pete Strausser of 
Bridgeville, Steve Evanuit of Charleroi, 
Frank D’Elia, August K. Schran, Joe 
Beimel, C. E. Busby, Carl V. Carlson 
and William Gumbert. 


Unger, Demon Pittsburgh Salesman, 
Nets $61,000 for Bonds, Relief 


Plaudits for bee-like activity go this 
month to Max Unger, Clark Building 
jeweler, champion War Bond salesman 
and Army-Navy Relief promoter for the 
Pittsburgh area. 

Not satisfied with the duties of an 
Air Raid Warden, which keep him busy 
day and night, Mr. Unger sponsored a 
huge War Bond rally at his post July 2, 


which netted $21,000 and featured a 
band concert and speeches by civic offi- 
cials. Inspired by his success, he also 
helped to organize a night baseball game 
for Army-Navy Relief on July 9, be- 
tween Pittsburgh and _ Philadelphia 
teams He personally paid for display 


advertising in Pittsburgh newspapers 
advertising the game, opened a ticket 
office in his jewelry store, and secured 
the services of such well-known enter- 
tainment figures as Tommy Dorsey to 
provide incidental entertainment. Over 
$40,000 was turned over to Army-Navy 
Relief as a result of the game. Total: 
$61,000. 


KEEP 'EM FLYING! 








DAVID WEIS « CO. 
DIAMONDS 


1101 CLARK BUILDING PITTSBURGH 








MORRIS GOLDSTOCK 


Everything in 


WATCH CASES 


Pocket size and for Wrist Watches 
See our line of Lapel Cases 
203 Clark Bidg., Pittsburgh, Pa. 











J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 


DIAMONDS and MOUNTINGS 


eae neces 


502 Clark Bldg. Pittsburgh, Pa. 








PRINTING SPECIALS!! 

Business Cards 

Embossed Business Cards 

Noteheads, Statements 

Envelopes 

— Lower Prices in 5,000 quantities — 

Samples FREE on request. 

Fine Workmanship — Quick Service 

SPEEDY PRINTING COMPANY 
910 Portland St., Pittsburgh, Penna. 














KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES - 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. _ PITTSBURGH, PA. 


JEWELRY 
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Licensing Law a Feature of 
Pennsylvania Horo Convention 


Discussion and explanation of a 
Watchmakers’ Licensing Bill to be intro- 
duced into the state legislature next Jan- 
uary will be the major feature of the 
fifth annual convention of the Horolog- 
ical Association of Pennsylvania to be 
held at the Abraham Lincoln Hotel, 
Reading, Aug. 30. A survey taken sev- 
eral months ago disclosed the fact that 
over 98 per cent of the jewelers and 
watchmakers in the state favor such leg- 
islation. 

Discussion of the proposed bill, ex- 
plaining its advantages, how it works 
and its benefits to all watchmakers and 
jewelers consume the entire afternoon 
session of the convention. The morning 
session will be a general business meeting 
and the convention will be preceded by 
a meeting of the directors the previous 
evening. 

J. P. Sommer, executive secretary of 
the association, has expressed the hope 
that all watchmakers and jewelers in the 
state will attend the meeting because of 
the great importance of the licensing 
law. 


FTC Alleges Misrepresentation 


Alleging misrepresentation in the sale 
of watches advertised as “railroad type 
watches,” the Federal Trade Commission 
issued a complaint against Alfred John- 
son Smith, Paul Smith and Arthur 
Smith, trading as Johnson Smith & Co., 
6615 E. Jefferson Ave., Detroit. Through 
newspaper and other advertisements, 
the complaint alleged, the respondents 
made representations such as: “On Time, 
all the time with the railroad watch;” 
“An American-made pocket watch with 
two-tone dial and locomotive design back 
—fully guaranteed for only $1.75;” 
“the railroad watch is regular 16 size, 
guaranteed to keep correct time ... and 
“railroad type watch—an accurate, de- 
pendable watch selling for a remarkably 
low price and modeled after the famous 
railroad watches. .. .” 

Such representations, the complaint 
alleged, imply that the respondents’ 
watches were genuine “railroad” watches 
possessing the accuracy and dependa- 
bility required for use by railroad em- 
ployees. According to the complaint, 
the respondents enhanced the implication 
that their watches were genuine railroad 
watches by pictorial representations in- 
cluding the outline of a locomotive 
stamped on the back. The respondents’ 
watches, the complaint alleged, are not 
genuine railroad watches, possess none 
of their essential features, and only 
Simulate railroad watches in appearance. 
The complaint granted the respondents 
20 days to answer the charges. 


Calumet Watchmakers Fry Fish 


A large and enthusiastic group of 
Calumet district watchmakers attended 
with President Frank A. Kroetz, of 
Indiana Watchmakers Guild, held at 
Johnsons’ Beach, Ind., on the shores of 
Lake Michigan, July 15. An interesting 
business meeting followed the dinner, 
with President Frank A. Kroetz, of 
Valparaiso, officiating. A combination 
lathe tool designed and manufactured 
by William N. Newton, of Calumet City, 
Ill, was the center of interest. 
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Arkansas Gems for Industrial Use 


A second corporation has announced 
plans for starting operations in the long- 
idle Pike county diamond mines of 
southwest Arkansas to produce indus- 
trial gems for war purposes. Three Hot 
Springs residents, incorporating as the 
National Diamond Mines, Ine., an- 
nounced through their resident agent, 
C. 'T. Cotham, of Hot Springs, that they 
had leased 120 acres near Murfreesboro, 
and were preparing to start operations 
immediately. 

Cotham said the War Production 
Board had given the company the go- 





ahead signal on the basis of its report 
of field surveys indicating that the 120- 
acre lease would yield one carat weight 
of diamonds for each five cubic yards of 
earth. These will be the first full-scale 
operations in the mines since 1920. 





q A timely window display, for eastern- 
ers at least, was provided by the Com- 
stock jewelry store, Tiffin, O. A me- 
chanical man and woman ride a tandem 
bicycle attracting attention of oldsters 
(who wax nostalgic) and youngsters 
who merely marvel. 


KEEP 'EM FLYING! 








pations. 


maker's course anytime. 


attending our evening classes. 


ernment. 


semester. 


Entire second floor 


House Building 
Opposite B. & O. Station 





Wm. O. Smith, Jr., 14, son of Director, Western Pennsylvania Horological Institute 


| am training my boy for the War Effort now. 


1. Young men of draft age who possess specialized preparatory training, naturally 
will receive special opportunities to complete one’s vocation. 


2. We have graduates now working on instruments for Army, Navy and Air Force. 
3. Boys 16 to 18 years (and other ages) are eligible to learn this important trade. 


4. If 18 and 19 year old boys are drafted, colleges must close, therefore higher 
education must be suspended until after the duration. 


5. Government lists aircraft parts, to draft boards, as the first of 34 essential occu- 


6. Special short term 4-month preparatory course for instrument work. 


7. Tuition paid for special course, may be applied as a deposit to complete watch- 


8. Largest fully equipped watchmaking school in Western Pennsylvania. 


9. There are 20 offers of employment for every student about to graduate. 
10. As Pittsburgh is the ‘workshop of the world,” defense jobs may be secured while 


11. Hundreds of thousands of aeronautical and ship instruments are needed. (Aircraft 
instrument work only in its infancy.) 


12. Thousands of watchmakers are working on important instrument work for Gov- 
Naturally, only a limited number of students can be accepted each 


Write now for qualification form 


WESTERN PENNSYLVANIA HOROLOGICAL INSTITUTE 


Phone Grant 5596 


v \S\ UMPORTANT AS 


Vag Se CARRYING A GUN..! | 





— 


William ©. Smith, Director 


PITTSBURGH, PA. 
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PROMPT SERVICE ALWAYS 


GERWE-FROHMAN CO. 


Wholesale Jewelers 


CINCINNATI 














DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 








KLEIN BROS. CO. 


WHOLESALE JEWELERS 


Place your orders NOW to 
insure Prompt Delivery! 


Extensive & Complete Lines 


617 Vine Si.. CINCINNATI, O. 











Greenwold Grift Co. 


The House of Quality and Service 
‘th STREET. CINCINNATI, OHIO 


VIRGIN. Diamonds 
CELLINICRAFT Jewelry 


ELGINS @ HAMILTONS (4 s 


8 WESA 


Lines of quality and style that give you pro- 
i tected profit You can recommend these lines 
to your customers with confidence 








WESTERN TRAY & CASECO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. 











CINCINNATI, O. 
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q Bernard Ejibes, watchmaker with the 
Reinstatler & Mecklenborg Co. for more 
than 20 years, last month became asso- 
ciated with Louis F. E. Hummel, Inc. 

q Sergeant Frank O. Techan, Jr., for- 
merly with the Gunther Jewelry Co., 
Cincinnati, is now a technician drafts- 
man, and is stationed at Camp Cook, Cal. 
q Karl Mouch, Carthage jeweler, was 
honored last month by the St. Patrick 
Council No. 1747, Knights of Columbus, 
which installed him as grand knight for 
1942-43, 

q Walter Stenger, Bill Tonsmeyer and 
Edward Herschede were hosts at a party 
held for members of the Frank Hersch- 
ede Co. last month at the Covington Ath- 
letic Club boathouse. 

q Fellow-members of the Town Criers 
were visited last month by P. J. Armeny 
of Baker & Co., Newark, N. J., who 
made a special trip here, and Percy 
Lucas of Schumer Bros., who stopped 
over between his trips on the road. 

q Both E. T. Herzog, Covington jeweler, 
and his wife were members of a com- 
mittee which arranged the “Cavalcade 
of Kenton County,” a historical pageant 
presented July 3 and 4 to mark the 
150th anniversary of the state of Ken- 
tucky. 

q During her visit here last month to 
spur the War Bond sale, glamorous 
Marlene Dietrich, movie actress, took 
time out to visit the Gruen Watch Co. 
She was enthusiastically received by the 
employees whom she commended for 
their efforts in the war program. 

q Cherrington L. Fisher of the Green- 
wold-Grift Co. figures it was about a 
10,000 to 1 shot but his good luck piece 
was working overtime. A War Bond, 
one of a few dropped with leaflets from 
Civil Air Patrol planes above Cincinnati, 
June 28, fell in his front yard, automati- 
cally becoming his property. The demon- 
stration marked the city’s inauguration 
of a “Minute Men” campaign in the sale 
of bonds and stamps. 

q Complete diversion of all silver sup- 
plies to war use, a probability indicated 
in Washington dispatches, would have 
little or no effect on the jewelry manu- 
facturing industry at Cincinnati, in the 
opinion of officials of several concerns. 
They point out that most of the local 
manufacturers who used silver to any 
great extent have been out of business 
for a number of years and gold is the 
principal substitute now being used. 

q Albert Esberger, Vine St. jeweler, was 
one of the several members of the Vine 
St. Business Club who decided that even 
the game of poker could help Uncle 
Sam. During the past month they col- 
lected all the rubber chips used in the 
game they could find and turned them 
over to the scrap rubber collection. For 
this bit of sound reasoning they got a 
pat on their backs from the Waste Con- 
servation Committee and their pictures 
in the newspapers. 

q “The fish are running in good style 
this year” was the word from a group 
of Cincinnati jewelers who spent their 
vacations last month with rod and reel. 
John A. Gerwe, Gerwe-Frohman Co. 
and P. T. Welling, Lockland, enjoyed a 
highly successful visit at Lake of the 
Woods, Canada, while Robert L. Hum- 


mel, Vine St. jeweler, and Charles Payne 
of Schumer Bros. Co. did their casting 
in Wisconsin. Good catches also were 
reported by George Kleier, E. Wagner 
& Sons and Edwin A. Fenstermacher, 
Gerwe-Frohman Co., who angled jp 
Michigan. 


Exemption for Sapphire Mining 


Hydraulic mining of sapphires in Mop. 
tana is a seasonal industry within the 
meaning of the Fair Labor Standards 
Act, according to a finding made by L, 
Metcalfe Walling, administrator of the 
Wage and Hour Division, U. S. Depart. 
ment of Labor. 

The Administrator’s finding, which 
grants the industry permission to oper- 
ate without payment of overtime up to 
12 hours a day or 56 hours a week dur. 
ing a 14-week period each year, was 
made upon a prima facie case shown in 
the application of the American Gem 
Mines of Philipsburg, Mont. The sap- 
phires are cut into bearings for preci- 
sion instruments used in war work. 


Perhaps This Is the Reason Why 
The Nazi Time-Table Didn't Work 


Owing to lack of personnel and mate- 
rials, watches in Germany will from 
now on be repaired only by special 
order. Ladies’ watches under certain 
size and those adorned with jewels will 
not be accepted for repairs at all. Other 
watches will be divided into three 
categories. 

The first grade will include alarm 
clocks of employees of the postal and 
railway administration and pocket and 
wrist watches for front line soldiers. 
These will be repaired in the shortest 
possible time. To the second grade be- 
long the watches of state employees. 
Thirdly, come watches of ordinary per- 
sons. Watchmakers must refuse to re- 
pair these last if they have a great deal 
of work on hand which comes under the 
privileged grades. 





THE SCHUMER BROTHERS 
COMPANY 


Workers in Precious Metals 
5 E. Third St. 


Cincinnati, Ohio 


Gold and platinum mountings and wed- 
ding rings. Antique reproductions and 
special orders. Send us your specifica 
tions. We'll submit a design without 


obligation. 








GROF 
MANUFACTURING COMPANY 
JEWELERS 
Special Orders — Designers 
800 Schofield Bldg., Cleveland, Ohio 


Main 9718 
0. J. GROENE ee ee a 
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New England Jewelers Flock to Attend ) @) 
Joint Maine-New Hampshire Convention A.C. Wercial & Ca. Ine. 
Despite gasoline rationing and highly- A feature of the convention was the “pon AND WHOLESA ; 
vi taxed egcning ager - — er ag < — to a — WATCHES:/| |< @%a~_\ \- DIAMONDS 
ye number of New England jewelers anc en . - VanCore and Secretary- -JEWELRY «: SILVERWARE 
‘ing their wives attended the joint convention Treasurer Addie Fiske Goodell of the arial PSY S 
ere of the Maine and New Hampshire RJ A’s New Hampshire association. Two hun- EE dll ae 048 gree 
ner at the Granlinden Hotel, Lake Sunapee, dred persons attended the banquet which 
her, N. H., June 23-24. marked the end of the convention. A ‘“j 
in Opening with an all-day joint business Y 
fi: the assembled jewelers were ad- TheHouse KZ 
dressed by Charles R. Michaels of Hart- NEW GEM DISPLAY AND LAB 
ford, Conn., regional ANRJA vice-presi- 
dent, who discussed business conditions e 
wes generally and outlined the plans of the 
rs national association. The afternoon pro- SONS, INC. 
. gram included talks by Alfred Morrel, 
the president of the New York State RJA, Saad J | i 
rt and William D. MeNeil, executive secre- erving vewelers in 
ws tary of the Jewelers’ Industry Publicity New England and New York 
ich Board. Other speakers at the session Stat 
” included Wilson Streeter of Philadelphia, are 
P a member of the Industries Tax Commit- 
tee, who asserted that no additional 
7 taxes on jewelry were being planned in OUR DIAMOND 
e po el oe T gy 4 se sp Department offers 
4 ° | e e 
om Gi ce Wenchecter ond L. 1. Van. a wide selection and 
oury of Manchester and L. H. Van- or h 
p- abel Replacing two former sales rooms, Thomas complete stocks 
ci. Core of Co ee : Long Co., Boston retailers, have installed P 
? At Sg we sate Fa mar m= nll — three new customers’ rooms and a gemologi- 
Yeighton, public relations Consultant oj cal laboratory, a glimpse of which is given 
the Boston office of OPA, predicted that above. F. Forest ser sly one of i oo I. ALBERTS SONS, Inc. 
amendments would eventually take care prietors, right, and Howard Preston, both 373 WASHINGTON ST., BOSTON 
of “squeeze” problems where the ceiling certified gemologists are shown in the lab h 4 
és price established by March sales meant which is equipped with all the tools of the | ; 
me a loss. profession including a diamondscope, a re- | -f ‘one ef oy 
al Officers elected to the New Hampshire fractometer and a dichroscope. | Seep se i 
in organization include Marjorie A. Noury, a Rare! Gees eres 
ill Manchester, president; Charles W. | and peeing Frsampe: 
Hatch, Claremont, vice-president, and . REAL STONE JEWELRY 
: Mae Wicks Geetil, Rpving, sccretary- Concord Suspends for the Duration | cei es A 
treasurer. Members of the executive John D. Murphy, treasurer of Con- | W. E. RICHARDS CO. 
committee are L. H. VanCore, Cole- cord Silversmiths, Ltd., Concord, N. H., | ATTLEBORO. MASS 
r brook; A. E. Alie, Dover; Mrs. Harry has announced that due to war demands | 
r Colburn, Hanover; J. A. Malloy and on equipment and personnel, the firm is 
. Elmer Cole, Portsmouth, and R. A. De- discontinuing the manufacture of Con- MASSACHUSET TS 
“ Montigny, Nashua. cord sterling for the duration. PT 
‘ Pi Maine RJA elected Everett Coffin, SCHOOL OF O OMETRY 
| ortland, president; H. L. Dupre, Bid- 
. dlefort, vice-president, and Matson Tin- q There are 80 shots at the enemy in a Fowt¥esr Bay Couns 
Ee ker, Portland, secretary-treasurer. Di- set of brass curtain fixtures—_the metal For further information address: 
rectors of the association are to be they contain would produce that many 
al appointed at a later date. cartridges for a soldier’s rifle. SRE Se 








RECENT REMODELINGS AND REMOVALS 








1112 BOYLSTON STREET 


Boston. Massachusetts 





Owner or 
; Name and Address Feature Manager vat 
Bigelow-Kennard Co., 384 Boylston St., Boston, LY | kK te 
y DUE SRRC CEES Cub ch cs cseb Vel CabaceWhenenEdets New unit mpi 4 A» 
red A, Block, Merchandise Mart, Chicago, Ill..... New display : é 
Bond Credit Jewelers, 701 Main St., Honesdale, Pa. New unit M. S. Tucker STERLING 


Duval Jewelry Co., 119 So. Orange Ave., Orlando, 
ee ret So is chs ances aheesedés Remodeling 

M. Eger, EE ER ee er eee Remodeling 

Friedlander & Sons, ‘Admiral Theatre Building, 

Bremerton, WOMB. oon coe cat eeevscesccerescoceecce New unit 

J. Gallai, 162 Market St., Passaic, N. J........... New location 

Harding Jewelry Co., 606 N. Main Pueblo, Colo... Remodeling 


Guy Stone, mgr. 





Frank Impala, mgr. 


NICKEL SILVER 


aepeek ow Co., Bentley Stone noeneeee , W. H. Harteo-k . : N fem S 
eon, De ands é vanes eccetereveniclkeenbeecebes ew location . : artso: » . 
ap a al aarter Shop, 8303 Georgia Ave., weet” as PH¢ SI H¢ IR BR¢ VAS 
pring, i eRe dake bua ces + eed at bee car encert ens emodeling pe Baa a . 
Leonard Jewelry Co., 168-A E. Front St., Plain- THE SEYMOUR MFG. CO. 
_ field, N. Raia sé atad be KUee ec Reews kieabecireaees ew unit SEYMOUR, CONN 


Mrs. Bernard Harding 





Melart Jewelers, 208 Evans Building, Washington, 
D. C New location 





Mills Jewelry & Watch Repair, State Highway 32, 
RNR SM a NS ae eae cheep’ 
Paramount Credit Jewelry Co., 46 State St., New- 
MEG a. ans c oly cdeig se ata cus bela 
Shaw Jewelry Co., 203 E. Houston St., San Antonio, 


New location 


Keystone Watch Repair Record Book 
144 pages—spaces for 2,000 


New location George Tatro 




















EE ss ah et OU CAN culate ite «vues bGECe Er POTES ae Remodeling e ° 
Southern Wotch Clinic, 180 Monroe Ave., Memphis, Entries—$2.50 Postpaid 
MRS ss <onhlas ies Gaede bee wus a cee, oeb eee Ss Oe Yew unit Forrest Osborne 
Summers Jewelry Co., West Russell St., Orange- . THE JEWELERS’ CIRCULAR-KEYSTONE 
y BE Ors poi ia exci eak Dwar sescesbessees Remodeling Thomas S. Summers 100 East 42nd St. New York, N. Y. 
asel Jewelry Store, Salem Theatre Building, Salem, as 
1. Remodeling Glenn Williams, mgr. 
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For Aucust, 1942 153 








Where to Buy 
AMERICAN 
China and Glass 











Lamberton 


IVORY CHINA 
CG, f distributed by 
hina FISHER, BRUCE & CO. 
made in Cfmerica | Phila. ; 221 Market Street 
“Tl New York: 1107 Broadway 


Hee 


Lamberton 3 


Ivory 























ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 


for the 


FINE CHINA TRADE 


MADEINAMERICA * MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 


“fo 


LENOX 
LENOX, INC. 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 
Send for Illustrated Catalog 


ENRIGHT - LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 














HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decoratiens Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORK CITY 


MARY RYAN =. 


RE 











T AND ART 


TIES 





A Short Course in Engraving for 
Jewelers 
By WM. KASSEL... 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 
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OBITUARY 


Exston E. Atten, 72, for 25 years a 
jeweler at Eldon, Mo., died at Los 
Angeles, June 11. 


Sreap A. AsquirH, 72, formerly asso- 
ciated with the Asquith Jewelry Co., 
Waterloo, Iowa, died in Los Angeles, 
June 20. 

M. A. (“Mike”) Artz, 51, connected 
with the Chicago jewelry business since 
his youth and in business for himself 
since 1918, died suddenly July 1. 


Bensamin A. Betz, 89, veteran North 
Carolina jeweler, operator of a jewelry 
store at Beaufort, N. C., and at one 
time advertising representative for the 
Keystone Publishing Co., died in Feb- 
ruary after a short illness. 


Louis J. Carrier, 67, grandson of the 
founder of Cartier, Inc., and for many 
years head of its Paris branch, died 
July 23 after a long illness. 


Joun C. Crets, 86, for more than 60 
years a jeweler at South Bend, Ind., 
died June 28 after a four-year illness. 


Cuartes Davipson, for many years an 
employee of the E. & J. Swigart Co. and 
more recently with the Flanagan & Ko- 
vac Co., Cincinnati wholesalers, died 
June 28. 


Davin C. DE LarA, 67, credited with in- 
venting the “twentieth century” cut for 
diamonds—a form with 80 or 86 facets, 
eight of them being very low and sub- 
stituted for the flat table of the other 
brilliant cuts—died July 21, at Doctors 
Hospital, New York. The foreman for 
eight years at the Baumgold Bros. cut- 
ting plant, before that he had managed 
cutting for Albert Lorsch & Co. and 
The Van Dam Co. Born in London, 
~ served his apprenticeship in Amster- 

am. 


Wirrtram Eaves, 68, until retirement 
in 1929 a partner in a wholesale business 
in Montreal, died suddenly June 28. 

Hersert J. GAanrer, 67, 
Texas, jeweler, died July 7. 


Arnotp G. Herrz, 71, retired Mont- 
gomery, N. Y., jeweler, died June 13. 


Mrs. Lawrence B. Hortzman, for the 
past three years associated with her hus- 
band in the conduct of Holzman’s, At- 
lanta, Ga., jewelers, died during July 
after an illness of eight weeks. 

Ben F. Jones, Bamberg, S. C., watch 
and clock maker, died June 11. 

Cravupe P. Joyce, 61, a senior partner 
in the Joyce Jewelry Co., Dallas, Texas, 
died June 29 after a brief illness. 

Harry S. Krarz, 65, Souderton, Pa., 
jeweler, died suddenly June 19. 

Frep W. Kress, 54, for 32 years en- 
gaged in the jewelry business in New 
York, died April 8. 


Harry C. Lanecoop, 48, Towson, Md., 


Galveston, 


jeweler, died June 27 of heart attack. 


Frep J. Lonapen, 64, a jewelry sales- 
man, died suddenly at his hotel in Cin- 
cinnati July 16. He was buried July 18 
in Bluffton, Indiana. 


Ex.itis W. MacAtuisrer, 74, treasurer 
and general manager of Harvey & Otis, 
a director and past president of the 
Jewelers’ Board of Trade; . past vice- 
president of Irons & Russell Co. and 
chairman of the board of directors of 
the Welch Mfg. Co., optical manufac- 
turers, died July 3. 





Eart L. McHveu, 51, assistant Super- 
intendent of the J. J. White Mfg. Co, 
died suddenly June 26. 

Rena Lesser Myers, 43, widow of 
the late Herbert C. Myers and manager 
of the jewelry repair department of 
Perel & Lowenstein, Memphis, Tenn, 
died July 1 after an illness of 15 months, 

Cuar.es O’Brien, 74, at one time con- 
nected with various Pittsburgh jewelry 
firms and more recently president of 
the C. N. Hancher Jewelry Co., Wheel- 
ing, W. Va., died June 28. 

Wittram E. Razer, for 40 years a 
jeweler in Anderson, Ind., died in July 
after a short illness. 

Netson Reyno tps, 69, retired Toronto, 
Canada, jewelry broker, died July 1, 

Frank B. Ruopes, 83, until his re- 
tirement in 1925 a prominent manufac- 
turing jeweler in Providence, died July 3. 

Harry RvuBenstTern, a partner of the 
Radium Jewelry Co., Providence, R. I, 
for 24 years, died suddenly on June 30, 

Hesrert T. Rueman, for 50 years in 
the jewelry business and operator of a 
jewelry store in Poughkeepsie, N. Y, 
for the past 21 years, died July 9. 

Lovis J. Scuwarrz, 74, Chicago whole- 
sale jeweler, died July 6 after an ill- 
ness of several weeks. The business will 
be continued by his son, Jerome. 

Cuartes G. SepeRBERG, 80, former 
mayor and jeweler in Milford, Ohio, 
died July 10 of a heart attack. 


Leslie H. Stoner, 
42, sales manager 
for sterling flatware 
with the  Interna- 
tional Silver Co., 
died July 8. An ap- 
prentice Seaman 
with the Yale Naval 
Training Unit during 
World War I, he 
became associated 
with International in 
1922. 


James A. Sweet, for many years con- 
nected with J. F. Sturdy’s Sons Co, 
North Attleboro, Mass., died June 17. 

Cuartes Tuomas, for many years 4 
jeweler in Nanticoke, Pa., died June 5 
after a short illness. 

Grorce THompson, 79, for 20 years a 
jeweler in Lenexa, Kansas, died June 18. 

Rosert L. Tscuumy, 60, for 40 years 
engaged in the jewelry business in Gal- 
veston, Tex., died June 21. 


FTC Charges Lottery Methods Used 


Myron Trotcky, trading as Franklin 
Sales Co., 212 S. Franklin St., Chicago, 
has been charged in a complaint issued 
by the FTC with the use of lottery 
methods in the sale to ultimate purchas- 
ers of various articles of merchandise, 
including glassware and silverware, pen 


. and pencil sets, radios, luggage, and elec- 


trical appliances. 

Sales to ultimate purchasers were 
made by means of push cards which the 
respondent furnished to distributors of 
his merchandise, the complaint alleged. 
Use of such a sales method involves 4 
game of chance or lottery scheme and 
constitutes a practice contrary to am 
established public policy of the United 
States Government, according to the 
complaint. The respondent was grant 
20 days to answer the complaint. 
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Canada Freezes Jewelry Designs; 
Diamond Price-Control Instituted 


An order freezing designs of Cana- 
dian-manufactured jewelry, watches and 
flatware was announced July 2 by Her- 
man H. Levy, jewelry administrator of 
the Wartime Prices and Trade Board. 
The regulations prohibit the sale of any 
new or special models and designs dif- 
fering from those sold before Dec. 31, 
1941. 

The order applies to manufacturers, 
wholesalers and retailers and articles 
affected include watches, silver flatware 
and hollowware, noveity and costume 
jewelry, pendants and brooches. Trophies, 
shields, class pins, medals, fraternity, 
convention and commercial insignia and 
military emblems may still be manu- 
factured and sold provided the manu- 
facturer submits details to the ad- 
ministrator. 

Importers, wholesalers and dealers in 
diamonds have been given a schedule of 


maximum prices. Maximum prices for. 


rhinestones and silver used by manu- 
facturing jewelers have also been fixed. 





Kirk-Rich Manager Joins Lockheed 


E. L. Knowles, manager of the Kirk- 
Rich Dial Co.’s Los Angeles office, has 
taken a five-month leave of absence. He 
is to go with the Lockheed Qverseas 
Corp., a job which will take him to such 
spots out of this country where Lock- 
heed airplanes are fighting and being 
serviced. 

C. A. Collings will continue his duties 
as accountant for Kirk-Rich and will 
also assume temporary management of 
the Los Angeles office. So far 20 men 
from Kirk-Rich are in the country’s 
armed service, nine from Lgs Angeles, 
six from Chicago, three from Dallas and 
two from the Seattle office. Arthur 
Cooper has been appointed contact man 
for Southern California for the company. 





AGS Holds Tutoring Classes 


Tutoring classes on colored stones 
and their identification were held in the 
Los Angeles laboratories of the Gemo- 
logical Institute of America, July 6-11, 
under the direction of Richard Liddi- 





THEY'RE IN THE ARMY NOW 


(Continued from page 149) 


an Engel boy, is now stationed at the 
Marine base, Parris Island, S. C. 


q Milton F. Lifland, general manager of 
the Hartdegen Jewelry Co., Newark, 
N. J., and trustee of the Retail Jewel- 
ers’ Association of Newark, was _ in- 
ducted into the Army June 9. 


Jack Upton, for two 
years director of the 
DeBeers diamond 
campaign for N. W. 
Ayer & Sons, New 
York advertising 
agency, was in- 
ducted into the 
Army July 3. 





q Ed Lovett, manager of the Edgewood 
Ave. store of the Walter R. Thomas Co., 
Atlanta, and secretary-treasurer of the 
Georgia RJA, has been inducted into the 
Army. Cliff Trichler, watchmaker for 
Maier & Berkele, has been appointed a 
lieutenant, Junior Grade, in the U. S. 
Navy and Walter Willis, china and glass- 
ware buyer for the same firm, has been 
inducted into the Army. 

q Armand Jacoby, formerly of the firm 
of Jacoby & Weiss, Philadelphia, drafted 
in May, had been sent to Scott Field, 
Ill., to study radio engineering. 

4 Perhaps it’s a bit premature to classify 
this under “They’re In the Army Now,” 
but Toe Jewerers’ Circuar-Keysrone’s 
office now glows with the radiance cast 
by the badge of a Red Cross Nurse’s 
Aide. Miss Vesta Finley, secretary to 
the editor, underwent the rigors of a 
comprehensive course in first-aid and 
kindred subjects, passed her examinae 
tions and graduated with full honors. 
q Samuel Kind, former employee of S. 
Kind & Sons, Philadelphia retail firm of 
which his father, Philip, Sr., is secretary, 
has just been graduated from the offi- 
cers’ Candidate School at Fort Knox, 
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Ky., with the rank of second lieutenant. 
His brother, Philip, Jr.. was commis- 
sioned an ensign in the U. S. Navy three 
months ago. 


q Skeptics who read our opening para- 
graph about jewelry men as officers, will 
do well to consider the case of John D. 
Murphy, treasurer of Concord Silver- 
smiths, Ltd. A general in the last war, 
he is returning to active Army service. 


q Spence Stovall, watchmaker for 
Schneider & Son, Atlanta, Ga., has en- 
listed in the Army. MHe’s located at 
Kessler Field, Miss. 


q Incidental intelligence: Ray Barrett, 
Chattanooga, Tenn., jeweler, has rejoined 
the colors—had a 12-year hitch some 


time back. Edward P. Smith, traveling: 


man for Herr & Kline, Norfolk import- 
ers, is now counting cadence at Camp 
Lee, Va. Al Buckminster, son of Ilion, 
N. Y., jeweler Charles Buckminster, is 
now a pharmacist’s mate in the Navy, 
stationed at Washington, D. C. Ivan S. 
Boyer of the Hoover Jewelry Co., North 
Platte, Neb., has enlisted in the Navy. 
Sidney H. Moss, son of Monessen, Pa., 
jeweler, William Moss, has enlisted in 
the Air Corps Reserve. 


q Nelson L. Brackin of Birmingham, 
Ala., owner of jewelry stores in several 
Southern cities, has been commissioned a 
first lieutenant in the Army, and has 
been assigned temporarily to Headquar- 


ters Seventh Corps Area, Omaha, Neb. 


Elliot Loew, adver- 
tising and sales pro- 
motion manager of 
Jacques Kreisler 
Manufacturing 
Corp., North Ber- 
gen, N. J., was in- 
ducted into the 
Army May 20. A 
civilian pilot, he is 
now in a technical 
squadron at the 
Army Air Base, 
Miami, Fla. 











coat, Jr., director of the educational de- 
partment of the Institute. Those who 
took advantage of the class were James 
G. Donavan, Jr., Donavan & Seaman, 
Los Angeles; George Carter Jessop, J. 
Jessop & Sons, San Diego, and Fred J. 
Cannon, Koke-Slaudt, Los Angeles. 
Upon completion of the class, each 
student successfully completed an ex- 
amination covering the course and was 
awarded the title of Junior Gemologist. 

During the week of July 13, another 
tutoring class was held covering the 
Registered Jeweler preparation. Those 
in attendance at this class were Frank 
Davidson, Geo. Davidson Co., Los 
Angeles; John D. Losee, Whittier, and 
C. E. Campbell, M. Schussler Co., San 
Francisco, Calif. 





q American troops are being equipped 
because of that radio-phonograph Mr. 
and Mrs. America didn’t buy this year. 
The steel in an average radio-phono- 
graph would make close to a dozen bay- 
onets. 















Where to Buy 
IMPORTED 
China and Glass 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, inc. 














162 Fifth Avenue, New York City 








ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y 








LEVY BROS. CHINA CO., INC. 
Established 1868 
79-83 Fifth Ave. GRamercy 7-0111-2 
EXPORTERS AND IMPORTERS 
Dinnerware, Service Plates, Gifts, Smoking Ac- 
cessories. Our specialty—22K Gold Encrusted 
sugars and creamers, salts and peppers, etc. 


GIFT DIVISION — 225 Fifth Ave. 











JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 


PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 











EDWARD BOOTE 


35 & 37 West 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 
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GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM 


lridium—Ruthenium—Rhodium—Osmium—Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 
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Famous Hotels in 


AMERICA, 
Ynmounces...F0R THE NEW SEASON 


. .. hundreds of rooms and baths modernized 
...abeautiful, new, completely air-conditioned 
Coffee Shop—seating 400, open from early 
breakfast to late supper, featuring finest food, 
modern service at really popular prices. Other 
The WatchMaster gives you a printed air-conditioned restaurants. Unsurpassed facil- 
record in 30 seconds showing the 

24 hour rate of any watch and the ities for comfort and the enjoyment of true 
gear 9 ey ia! Philadelphia hospitality. Reasonable rates. 
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580 Fifth Ave. Inc. New York, N. Y, | '% PHILADELPHIA 
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The ABC of Modern Engraving 


by WILLIAM KASSEL 


Chapter III--Beginner’s Practice for Cutting Letters and Monograms 


LETTER or monogram must be designed before 
it can be cut and a thorough knowledge of all 
branches of designing and lettering as well as the actual 
cutting of the letters, should be the ultimate goal. How- 
ever, it may take years for a man to become a capable 
and artistic designer, while the art of cutting the letters 
can be learned much more quickly. So, let us expedite 
matters by taking up the technique of engraving before 
we discuss designing. While we are engraving, the style 
or rhythmical swing of. letters and monograms can be 
observed and studied, and if this is absorbed, much 
time can be saved in learning the art of proper design. 
The first objective is to get the ability to cut. A be- 
ginner should start by trying out the square graver. A 
brass or copper plate about 214 by 4 inches is to be 
tacked to a block of wood about 1 inch thick and about 
4 by 6 inches in size. Be sure that it is attached securely 
so that it will not shift when pressure is applied in 
cutting. With the narrow side of the plate toward you, 
take the rule and steel marker and scratch a line about 
1% of an inch from the left hand edge of the plate. 
Then scratch another line ‘parallel to the first one and 
%4 of an inch away from it to the right. Exactly in the 
centre of the space between these two lines, and parallel 
to them, a third line is scratched also the full length 
of the plate. (See upper left hand corner of Fig. 24.) 
Now open the steel dividers so that the points are 1 
inch apart, and place one point (the one nearest you) 
on the center line, so other point of dividers will be 
about 14 inch below the top edge of the plate. With 
the lower point of the dividers resting on the center line, 
bring the free poigt over to the left hand line and draw 
it over to the line on the right side, thereby scratching 
a curved line on the plate. Drop the point of the divid- 
ers which rests on the center line 1/16 of an inch, and 
scratch a second curved line, similar to the first, and 
so on down to the end of the plate. (See Ist stage— 
upper left hand corner of Fig. 24.) 

Now with the square graver in your right hand, hold- 
ing the belly down, and with the face pointing to the 
left, cut the lines that you have scratched with the 
dividers. In cutting, always start at the right and cut 
toward the left. Try to start exactly on the right hand 
line, cutting over the curved scratched line and finish- 
ing exactly on the line on left. The object of starting 
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This starts the third chapter of “The ABC of Modern 
Engraving,” an up-to-date, practical and authoritative 
discussion of every phase of the subject, by William 
Kassel, author of “A Short Course in Engraving for 
Jewelers,”” which was published some years ago by THE 
JEWELERS’ CIRCULAR-KEYSTONE. Future instal- 
ments of the current work will give information on the 
elementary use of tools, the technic of cutting, laying 
out and placing the engraving, finishing operations, and 
the use of prints and transfers. Each installment in 
this series will be fully illustrated. 


and finishing directly at the lines and cutting over the 
curve of scratched line, is to learn to control the graver. 
With practice, control of the tool is subject to your 
will, and a light or a heavy line can be cut as required. 
When cutting these practice curves, not too much pres- 
sure should be used, for the lines are to be hair lines, 
but the same amount of pressure must be employed from 
start to finish, so that the line will have the same depth 
and width from one end to the other. 

The entire plate is to be covered with these curved 
lines. They are practiced first, for the reason that 
curved lines are easier to cut than straight ones, and 
the object is to get the feel and control of the graver 
before proceeding to the next stop. The lines are kept 
an equal distance apart for the sake of the eye practice 
which will prove of advantage later. The degree of 
the curve does not matter and the distance between the 
lines is of no consequence, if each one has the same 
curve, is cut with uniform width and depth, and all 
lines are an equal distance apart. 

When these lines can be engraved satisfactorily the 
next step is in order. However, the second stage should 
not be attempted until a solid plate of the curved lines 
can be cut so that each line will look like the other, 
all of the same depth and width, and, of course, free 
of slips. How many plates will have to be cut before 
this proficiency is attained depends entirely on the 
student. 

Assuming that the student now has full control of the 
graver, the second stage is to lay out a plate in the same 
manner except that the curved lines are spaced at least 
1% of an inch apart, instead of 1/16, so as to have space 
to practice cutting of the body strokes, or shade lines of 
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Ht a way to get faster inventory 
turn-over. Send us all your odds and 
ends in silver, diamonds and jewelry. We 
have a ready market for practically every 
one of,these items. Being one of the larg- 
est dealers of used silver in the world we 
can pay you high prices for solid silver, 
flat and hollow ware, active and obsolete, 
new and used. We will mail you our check 
seme day shipmentis received. Your goods 
are held intact, awaiting your decision. 
Should you want shipment returned, we 
insure it and pay transportation charges. 
You may be certain of our prompt atten- 
tion always. 


JULIUS GOODMAN JOSEPH A. GOODMAN 


Julius GEQODMAN s son 


77 MADISON AVE. @ MEMPHIS, TENN. 


We have been established 78 years. We cooperate 
with jewelers wishing obsolete and inactive patterns. 
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FIRE IN THE EARTH 
THE STORY OF THE DIAMOND 


By James Remington McCarthy 


An excellently written, easily read, 
full length book on the fascinating 
subject of the Diamond. ... Recom- 
mended to the reader who wants a 
general, non-technical treatise of 
broad scope... sure to prove valu- 
able and enjoyable to the jeweler 
and layman alike. 
PRICE $2.50 
Postage Prepaid 
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While Nye Watch oils have not 


changed in nearly 100 years from @ 


the porpoise Jaw crudes from which 
they have always been refined, the 
process has been subjected con- 
stantly to improvements as scien- 
tific knowledge has advanced. Nye’s 
Oil is today the most highly refined spe- 
cialized product obtainable—an oil you 
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incite 7 ga aaa SWISS JEWELERS’ SAWS~ 


JUST ARRIVED ... a shipment of brown, extra-strong, 
SWISS MONTBLANC JEWELERS’ SAWS .. . superior, 
finely-tempered steel blades in a complete range of sizes. 
Order NOW while these fine saws are still available. 
Samples on request. 


MAX BOLLAG 


79 WALL STREET @ NEW YORK, N. Y. @ TEL. WHITEHALL 4-6865 
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a script letter. The easiest of these are the shade line of 
a script A, C, E and O. These letters are all composed 
of simple curved shade lines, which are connected with 
hair lines. The shade lines are cut by making a hair 
line first, and then placing several other hair lines along- 
side it in such a way as to make one curved line that will 
widen at the center and then taper off to a hairline at 
each end. This forms the main or body stroke of a 
script letter. If it is correctly engraved, the entire 
metal will be cut away, and each line cut will stand out 
clean and distinct. 

First cut a hair line directly on the curve scratched 
off with the dividers. Then cut another line just back 
of that (away from you), starting on the first hair line, 
but just a little away from the right hand end, and 
stopping on the first line just before the left hand end 
is reached. This second line should start with a some- 
what lighter cut and end in the same manner, for each 
end of the completed shade line must be a hair line. The 
third, fourth, fifth and sixth cuts or lines are made in 
the same manner, each one being a little shorter than 
the one before it. (2nd stage—Fig. 24.) 

To do this successfully takes much time and practice. 
Repeated failure at the start is to be expected—don't let 
it discourage you. Too much should not be attempted 
at one sitting. Some people become tired sooner than 
others—when that time is at hand quit for the day. In 
each practice session, a peak will be reached; to continue 
after that is just a waste of time and effort. Remember 
always that it will take time and perseverance to learn 
this operation, but when it has been accomplished you 
will be a long step nearer the engraving of script letters. 

The body stroke of a script B-W-F-D-R-S is what 
may be termed a double curve. (Note Fig. 25.) It isa 
line that has grace and beauty if properly executed, but 
is more difficult to cut correctly than the simple curve we 
have just discussed. 

This is shown as the third stage in Fig. 24. It re- 
quires a plate laid out in the same manner as the one 
before, except that instead of scratching the lines with 
the dividers, a short curved line is cut with the graver, 
starting of course at the right, and cutting to the center 
scratched line. Line after line is cut alongside the first 
just as in the preceding stage except that the cuts end 
at the center line where the shading is broadest. The 
graver should be allowed to glide out of the cut, ending 
it lightly. 

The plate is now turned around so that the edge for- 
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AEPROBYUCTION OF PRACTISE PLATES 


Fig. 24 


merly at the top is now at the bottom, and, starting at 
the right, a similar curved line is cut to meet in the cen- _ 
ter with the last line cut. This would be the line near- 
est you. Line after line is cut, meeting and overlapping 
the other lines, to make and complete the body stroke or 
shade line of a letter. The joining of the two sets of 
lines must show no break and all the surface metal must 
be cut away. This requires a great deal of practice and 
the difficulty can be overcome only by perseverance. 
(To be continued next month) 


Fig. 25—The body stroke of these letters is a double curve. 
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TLE TR ET BED Ge Nae : 


WHy Does 


EWTER POLISH—A woman brought in a can 

with label “Cornwall Pewter Polish” and name of a 
retail jeweler on it. She wants to buy more of this pol- 
ish. Can you tell me the manufacturer’s name? (Ques- 
tion No. 5440.) T. O. M. 


Answer—The polish named is made and supplied to 
the trade by the Middletown Silver Co., Middletown, 
Conn. 


OLLOW BRACELET—How can I remove a dent 
from a hollow gold bracelet without taking an end 
off to get inside of it? (Question No. 5441.) L. L. 


Answer—Solder a short piece of wire into the dent; 
pull on this with pliers to bring the low surface level 
with the surface proper; cut off the wire and polish all 
down to the general level of the bracelet tubing. 


AINWHEEL TEETH—Can broken-out teeth be 

replaced in the mainwheel of a Willard banjo 

clock, to make the job as strong and reliable as to have 

an entire new wheel cut for it? What method would you 
advise? (Question No. 5442.) F. G. 


Answer—A job of setting new teeth in a wheel can 
be done so as to be altogether reliable; say from one to 
three teeth, if the rim of the wheel is deep enough to 
provide a substantial base for the new teeth. Saw a notch 
in the rim, so its bottom is a little wider than its top. 
File the edges of the notch true and smooth. File a dove- 
tail piece of hard brass to fit the notch closely, leaving 
on it, above, enough stock a little larger than necessary 
for the teeth. Soft-solder the dovetail into the notch; if 
it is well fitted, this will leave teeth stronger than if the 
piece be hard-soldered in; the heat for this would soften 
the brass too much for strength in the teeth; they would 
be apt to bend. By sawing and filing, form teeth to 


-match as closely as possible the other teeth in the wheel. 


Put the mainwheel and center wheel and pinion in the 
clock frame; the new teeth should first be coated with a 
film of rouge mixed to thick paste with oil. Run wheel 
and pinion together slowly; observe in the rouge any 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


places that should be slightly reduced by filing, to make 
a smooth-acting gearing. The success of this operation 
is, of course, up to the skill of the workman in using his 
tools. 


IXED ESCAPEMENT— Please explain the 
meaning of term “mixed escapement.” (Ques- 
tion No. 5443.) A. D. 


Answer—This term concerns the designing of lever 
escapements, in the locating of the pallet stones on a 
circle or its arc with its center in the center of the pallet 
arbor pivots. The three escapement types are “circular,” 
“equidistant,” and “mixed.” In a circular escapement, 
the centers of the lifting faces of both pallet stones are 
located equally distant from the center of pallet arbor; 
in the equidistant escapement the R corners of both 
stones are equally distant from the arbor center; in the 
mixed escapement, the location of the stones is a com- 
promise between that in the other two designs. 


66 EBANKING”—Does “rebanking” mean the same 
as “overbanking”? (Question No. 5444.) E. P. 


Answer—Rebanking is a condition in escapement 
when an excess of balance motion allows the roller jewel 
to strike against an outside of a fork horn. Overbank- 
ing is when a failure of guard or safety action allows 
fork to pass over to the wrong side of an escapement, so 
no unlocking is possible, and the watch then stops. An- 
other term, which we prefer for overbanking, is “out of 
action.” 


USIC BOX PARTS—Is there any firm where I 
could buy parts for old Swiss music boxes? 
(Question No. 5445.)  M. B. 


Answer—One of the few specialists in Swiss music- 
box repairs and parts still in business, is Frank Galian, 
1230 Pine St., Philadelphia, Pa. Other firms who might 
possibly have something in this line are: F. J. Boesse & 
Co., 68 Nassau St.; Frank Kauffman, 1485 Third Ave.; 
or George Borgfeldt Corp., 44 E. 23d St., all in New 
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York City; or Breitinger & Sons, 1669 Ruffner St., 
Philadelphia, Pa. 


M OST ACCURATE CLOCK—What is the most ac- 
curate clock for scientific use, in astronomical ob- 
servatories, etc. (Question No. 5446.) G. K. 


Answer—Since the year 1924, when the Royal Ob- 
servatory at Greenwich, England, installed Shortt clocks, 
these have been installed in observatories all over the 
world, and the records averaged by them seem to entitle 
the Shortt clock to the name of being the most accurate 
clock in use today. Perhaps during shorter periods of 
time, the quartz crystal instrument can be a slightly more 
accurate timekeeper; but we are speaking here of astro- 
nomical clocks that are used continually year after year 
as observatory standards. The Shortt clock is described 
in detail in a book “Electrical Timekeeping,” by 
F. Hope-Jones, the co-inventor with William Shortt, of 
this clock. This book is sent postpaid anywhere for $3, 
from Book Department, Jeweers’ Crircutar-Key- 
STONE. 


IME RECORDERS—How would you state the ad- 
vantage, if any, in using a time recording instru- 
ment in repairing watches? (Question No. 5447.) H. H. 


Answer—A good time recording instrument saves 
much time in working, by indicating, in the form of a 
graphic record, very quickly made, certain conditions of 
the action of watch mechanism that affect its timekeep- 
ing. It indicates, to one who has learned how to inter- 
pret its record, what has to be done to correct mechanical 
conditions so as to produce accurate timekeeping. Abil- 
ity to do this is, of course, dependent upon the skill of 
the watchmaker. It may be said also, about a good time 
recorder when used understandingly, that it may reveal 
certain obscure faults in a watch that could hardly be 
detected by visual inspection. Its use avoids a certain 
amount of guesswork formerly requiring waste of time 
experimenting to learn the correctness, or incorrectness, 
of these guesses. The instrument enables a skillful work- 
man not gifted otherwise with special talent for diagnos- 
ing faults, to use his skill with tools so as to produce as 
good results as formerly were confined to the few, who 
possessed such skill together with the rare genius for 
diagnosis, which is “born, not made.” 


ALANCE STAFF STEEL—How hard should steel 
be made for a-good balance staff? (Question No. 
5448.) K. V. C. 


Answer—Based on very long experience and agree- 
ment of opinions of a multitude of good craftsmen, a 
proper hardness for the staff of a good watch is the 
temper indicated by a rich dark blue color that appears 
in heating a piece of hardened steel polished and clean 
So as to assume its true temper color. 


LD PLATINUM—Would we get better returns on 

selling old platinum goods to a U. S. Mint, or to a 
private concern; we have a good deal of it to dispose of. 
(Question No. 5449.) L. L. 


Answer—The U. S. Government does riot buy plati- 
num scrap. It is necessary to find a buyer among the 
private concerns that deal in or refine this metal. Ad- 
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dresses of such firms can be found in the advertising sec- 
tions of Tue Jeweters’ Crrcutar-KeystTone. 


OLDER TROUBLE—I have been practicing solder- 

ing jewelry with gold solder. I use solders bought 
from my material house, with borax-water for flux. 
Sometimes the work turns out all right; but other times 
the trouble is the solder does not enter the cracks of the 
joint; it gathers around edges, but stays out of the 
joint. I prepare the work same way every time; but re- 
sults are irregular. Can you suggest what is wrong? I 
use gas flame and ordinary mouth blowpipe. (Question 
No. 5450.) O. P. 


Answer—You probably do not know the principle of 
correct heating for hard-soldering. This is to apply the 
heat first of all to the lower parts of the work; not at 
first to the upper parts where the solder and flux are. 
Heat the work from below; then the hot metal, instead 
of the flame, will melt the solder, which will naturally 
flow into the heated joint. Applying flame first to solder 
may melt it and cause it to form “balls” on each side of 
the colder joint; these stay where they formed, by capil- 
larity, instead of freely flowing into the joint. After 
heating properly has started solder going into the joint, 
then you may direct some of the flame on to the solder 
to finish the work. 


ATCH OIL—Is it necessary to keep watch oil out 
of sunlight, to remain good? (Question No. 5451.) 
T. L. 


Answer—Most of the manufacturers of watch and 
clock oils advise that a bottle of oil not immediately in 
use should be kept in a box or drawer and not exposed 
to light. We see no reason for questioning this; the ad- 
vice is no doubt based on experience. 


OLLER JEWELS— Roller jewels are often 

found loose; sometimes so little that it is not easy 

to discover, but certainly does harm. Can this be pre- 
vented in any way? (Question No. 5452.) R. T. 


Answer—A roller jewel really takes a terrific blow, 
when it contacts the fork for unlocking; also in case of 
accidental rebanking; so it is important to test its tight- 
ness in every watch repaired. One cause of a loosening 
tendency is failure to clean all old cement out of the 
roller jewel hole before recementing a loosened jewel, 
or cementing in a new jewel. This makes a mixture of 
old and new cement that is apt to crumble under blows of 
the action. Another cause is overheating the cement. So, 
clean the hole thoroughly first; and in cementing, heat 
the shellac just enough to melt it, and avoid overheating, 
which is indicated by bubbling or smoking of the shellac. 
If this happens, re-clean the hole and apply fresh 
shellac. 





AP JEWEL—How does a cap jewel, set not ex- 
actly level, affect timekeeping in a watch? (Ques- 
tion No. 5453.) T. D. 

Answer—When the watch is in position with the 
out-of-level cap jewel downward, the side of the pivot 
above the lowermost side of the jewel surface will be 
forced with abnormal pressure against that side of the 
hole of its hole-jewel, retarding its motion, and creating 
a great difference in rate in that position. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional word 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month, 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 


Situations Wanted 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 


DESIGNER and wax modeler, up to 
date on fine costume jewelry; able 
jeweler at the bench; desires New York 
City position. Address “N., 1961," care 
Jewelers’ Circular-Keystone. 





SALESMAN 38, seeks position; complete 
retail jewelry experience; pleasing per- 
sonality; best references; New York 
City or Boroughs. Address ‘“M., 2207,” 
care Jewelers’ Circular-Keystone. 





DIAMOND SALESMAN; distinguished 
individual who has what it takes; open 
for position in finer store on West 
Coast; reference. Address “V., 2215,” 
eare Jewelers’ Circular-Keystone. 





JEWELER and eagraver desires position 
in retail store; 25 years’ experience; 1» 
years with present employer; job inust 
be permanent. Address “C., 2193,” 
care Jewelers’ Circular-Keystone. 





STORE MANAGER; exceptionally pro- 
ductive ability ; available now for store 
located in New York City or within 
300 mile radius. Address “Q., 2213,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER-ENGRAVER, 30 years’ 
experience, desires change; 18 years 
present position; salary $50; Pennsyl- 
vania or adjoining states. Address “B., 
2282,” care Jewelers’ Circular-Key- 
stone. 








A-1 COMMERCIAL diamond setter on 
white gold, can also do fine platinum 
setting, wishes job with a first class 
trade shop or manufacturer. Address 
“R., 2267,” care Jewelers’ Circular- 
Keystone. 


JEWELER - FOREMAN, possesses’ the 
ability, experience and aggressiveness, 
to intelligently control all factory pro- 
duction; specializing watch cases. Ad- 
dress “P., 2246,” care Jewelers’ Circu- 
lar-Keystone. 


CREDIT MANAGER, 27, five years’ ex- 
perience in credits and_ collections; 
legal education; married; draft de- 
ferred; now employed; desires change. 
Address “C., 2100,” care Jewelers’ Cir- 
cular-Keystone. 


IDEAL MANAGER: equipped to assume 
full responsibility reputable store doing 
large volume installment; peak produc- 
tion guaranteed; first class reference. 
Address ‘O., 2212,” care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, over 25 years’ at the 
bench, can do general jewelry repair- 
ing and plain engraving; salary $50 
per week: best habits and references. 
Address “K., 2240,” care Jewelers’ Cir- 
cular-Keystone. 

















HIGH GRADE watchmaker, excellent 
mechanic. Address “R., 2248,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, experienced, desires 
rosition; references. Address “G., 
a care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, excellent mechanic and 
estimator; situation must pay at least 
$65. G. Ballamy, 317 W. 56th St., New 
York City. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





WATCHMAKER, desires. position in 
East: please give particulars, salary, 
working conditions, etc. Address “B., 
2192,”’ Care Jewelers’ Circular-Keystone. 





ENGRAVER, first class general letterer, 
on gold and silver, wishes position with 
first class jewelry store. Address “W., 
2089,” care Jewelers’ Circular-Keystone. 





MANAGER or top salesman; 15 years’ 
experience credit jewelry; draft de- 
ferred; employed at present. Address 
ae 2245,” care Jewelers’ Circular-Key- 
stone. 


HIGH GRADE jeweler and fast repair- 
man on fine platinum and gold jewelry, 
open for position; store preferred. Ad- 
dress “Y., 2255,” care Jewelers’ Circu- 
lar-Keystone. 











SUPERB SALESMAN on diamonds and 
watches; for prominent credit store; 
of clean character; enviable experi- 
ence;- highest possible production as- 
sured. Address “T., 2214,” care Jewel- 
ers’ Circular-Keystone. 


EXPERT R. R. and Swiss watchmaker, 
25 years’ experience, employed, desires 
to make change; salary or commission ; 
bench work or estimator; good refer- 
ences. Address “G., 2271,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG LADY, good knowledge genera] 
jewelry business and experie.:ce selling 
in New York City and out of town, 
with good following; also capable as- 
sisting with office work. Address ‘A, 
2283,"’ care Jewelers’ Circular-kKey- 
stone. 





CREDIT JEWELRY store manager, ¢x- 
cellent salesman; 13 years’ experienced 
window trimming, sales-merchandising 
and credit; now employed, desires 
change; excellent refereaces. Address 
“G., 2176,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, first class, experienced 
and capabie combination man; ability 
to take charge of watch repair depart- 
ment and to estimate profitably ; above 
draft age; must be permanent. Address 
“A., 2258,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER now employed desires 
to make a change; capable department 
manager; 20 years’ bench and shop 
experience; efficient; mairied; Ameri- 
can; references; prefer Southwest. Ad- 
dress “E., 2161,” care Jewelers’ Circu- 
lar-Keystone. 





AGGRESSIVE salesman, expert watch- 
maker; jewelry repairing, unlimited 
experience; capable of full charge in 
any department; age 45; a real asset 
to a reputable concern; salary $60. 
Address ‘“‘N., 2264,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY bookkeeper, over 10 years’ 
diversified experience, diamonds, manu- 
facturing, importing; full charge; 
knowledge stenography; own _ corre- 
spondence; fine collection systems, etc. 
Address “A., 2191,” care Jewelers’ Cir- 
cular-Keystone. 





ENGRAVER, 25 years’ experience with 
best stores in the country, desires 
position; expert monogram work and 
fine inscriptions on gold and _ silver; 
A-1 reference; Eastern location. Ad- 
dress “X. Y. Z., 2274,” care Jewelers’ 
Circular-Keystone. 





MANAGER-SALESMAN; 18 years’ ex- 
perience, now employed desires change ; 
capable of taking complete charge, 
trimming windows, buying, selling, ad- 
vertising, stock control, credits, etc. ; 
draft exempt. Address “‘F., 2268,” care 
Jewelers’ Circular-Keystone. 





MANAGER, salesman; intensive cash, 
credit store experience; thorough 
knowledge merchandising, promotions, 
displays, credits, collections, repair 
estimating; immediate satisfactory re- 
sults assured. Address “F., 2103,’ care 
Jewelers’ Circular-Keystone, 





MANAGER, buyer and_— salesman; 
familiar with modern credit or cash 
store operation; over 20 years’ experi- 
ence; exempt from draft; capable of 
-taking complete charge of credits, win- 
dows, sales and promotion. Address 
“F., 2175,” care Jewelers’ Circular- 
Keystone. 








YOUNG LADY, experienced bookeeper 
and typist, manufacturing and whole- 
sale line, have taken complete charge 
of office, including all details; best 
reference. Address “W., 2254,” care 
Jewelers’ Circular-Keystone. 





LADY, 15 years’ in retail jewelry store; 
experienced in selling, keeping stock, 
buying, also knowledge of bookkeeping 
and office routine; conscientious, capa- 
ble; A-1 reference. Address “A., 1841,” 
care Jewelers’ Circular-Keystone. 


SALESMAN, well known in trade; have 
sold (manufacturer ) gold jewelry 
novelties, rings, watch bracelets, etc. 
and platinum pieces, also have had ex- 
perience retail selling. Alex. V. Dennis- 
ton, 300 W. 17th St., New York City. 


SALESMAN, watchmaker, Indiana _li- 
cense; willing and capable of taking 
charge of store; 20 years’ experience 
and out of draft; can furnish refer- 
ence; age 43; married. Address “D., 
2197,” care Jewelers’ Circular-Key- 
stone. 








YOUNG LADY of good appearance, nicely 
spoken; position of trust; last position 
manager of watch repair and jewelry 
house, patronized by high class people ; 
knowledge of business from all its 
branches; travel South or where even 
climate. Address “K., 2206,” Jewelers’ 
Circular-Keystone. 





WATCHMAKER, 41 years old; draft ex- 
empt; employed same position for past 
14. years; would consider making 
change for right proposition; can take 
complete charge of repair department; 
sales ability; two years’ college; South 
preferred. Address “D., 2187,” care 
Jewelers’ Circular-Keystone. 








MAN, draft exempt, wishes to make 
change where ability to manage a six 
figure retail credit and cash business 
in every phase, will mean more than 
just a pat on the back; can assure 
favorable results from amicable and 
cooperative association. Address “B., 
2179,” care Jewelers’ Circular-Keystone. ° 
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QUALIFIED horologist, with finest ref- 
erences, wishes connection with large, 
reliable concern in the East to take 
charge of watch repair department, to 
build up or maintain the buying pub- 
lic’s confidence in the firm’s reputation 
as a reliable servant. Address “D., 
2260, care Jewelers’ Circular-Keystone. 














WATCHMAKER and jeweler, 35 years’ 
experience; owned and operated store 
for 20 years; open for position as man- 
ager or supervisor of repair depart- 
ment; 60 years old; best of health; 
past president of a State Retail Jewel- 
ers’ Association, and also of local 
Rotary Club. Address P. O. Box 175, 
Orlando, Fla. 





MANAGER, 20 years’ thorough knowl- 
edge credit business, chain methods, 
top sales ability; take complete charge 
credit, collections, sales, advertising, 
merchandising, window displays, pro- 
motions; real executive, age 47; 
married; Ohio, Kentucky, West Vir- 
ginia preferred. Address “M., 2241,” 
care Jewelers’ Circular-Keystone. 





CREDIT STORE, manager-buyer, now 
employed, desires change; familiar 
with modern installment methods of 
operating; good recommendations; 
capable of taking complete charge of 
buying, sales, credits and collections, 
creative window trimmer and original 
ideas on promotional work and adver- 
tising layouts. Address “K., 2113,” 
care Jewelers’ Circular-Keystone. 





CERTIFIED watchmaker desires to make 
a change; permanent position only; 
prefers Southern States; age 29, 
married; 13 years’ experience, railroad 
and other high grade watches; capable 
taking charge repair department; stone 
setting, ring, jewelry and clock repair- 
ing; plain engraving; references; sal- 
ary $60. Address “G., 2263,” care 
Jewelers’ Circular-Keystone. 





SKILLFUL watchmaker, qualified in the 
design, manufacture and meticulous in- 
spection of chronometers, watches and 
scientific instruments, with a half life- 
time of office and bench experience, 
seeks a responsible position with a 
large, old established manufacturing or 
research concern in the East, now en- 
gaged in the commercial or defense 
field. Address “F., 2261,” care Jewel- 
ers’ Circular-Keystone. 





A-1 WATCHMAKER, 36 years’ experi- 
ence, will consider responsible position 
in large, first class store only, where 
not speed, but the highest reliable 
workmanship is required and appre- 
ciated; can meet all requirements as 
to new work and close timing cn 
baguettes and complicated watches; 
$60 a week, no less; no trade shop or 
chain store. Address “B., 2259,” eare 
Jewelers’ Circular-Keystone. 





EXPERIENCED credit jewelry store 
manager, 35, strong salesman, com- 
pletely trained buying, merchandising, 
advertising, credits, etc.; aggressive, 
personable; family man; at present 
diamond man for one of America’s 
leading stores; desires connection, 
preferably South or Pacific Coast; 
wife’s health requiring better climatic 
conditions. Address “B., 2278,” care 
Jewelers’ Circular-Keystone. 





FINE _WATCHMAKER, capable on 
Patek Phillippe, Jules Jurgensens, 
etc.; 22 years’ experience at the 
bench; fine tools; excellent refer- 
ences ; 40 years of age; will consider 
only the highest class firms; no 
credit jewelers need apply; $60 
week, 45 hours; over time appreci- 
ated ; (East or Southeast). Address 

E., 2198,” care Jewelers’ Circular- 
eystone. 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SAN FRANCISCO sales representative, 
jeweiry and kindred merchandise, open 
to represent manufacturer; 20 years 
selling territory; trade and bank refer- 
ences. Address “C. G., 2160,” care 
Jewelers’ Circular-Keystone. 





SALESMAN with established trade, call- 
ing on jewelry stores, New York City, 
Philadelphia, Baltimore, Washington, 
New England, desires side line; refer- 
ences furnished. Address “C., 2067,” 
care Jewelers’ Circular-Keystone. 


kX PERIENCED salesman having follow- 
ing with better rated stores and job- 
bers in New York City, Philadelphia, 
Baltimore, Washington, D. C., «and 
Boston, seeking fine jewelry line. <Ad- 
dress “T., 2250,” care Jewelers’ Circu- 
lar-Keystone. 


SALESMAN having the following estab- 
lished trade, for many years among 
jewelry, material, optical and religious 
jobbers, East and Middle West, desires 
a solid gold, sterling silver or novelty 
line. Address “H., 1954,” care Jewel- 
ers’ Circular-Keystone. 


SALESMAN with Chicago office de- 
sires manufacturers’ line for the 
Middle-West; commission basis 
only; having over 100 active ac- 
counts. Address “Circular 1325,” 
Room 415, Heyworth Bldg., Chi- 
cago. 

















Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SALESMEN wanted for Middlewest and 
part of South, to represent a_ well 
known manufacturer of ladies’ gold 
and platinum rings; one with a follow- 
ing among jobbers and larger users; 
state experience and references, when 
replying. Address “F., 2199,’ Jewelers’ 
Circular-Keystone. 








SALESMAN for Southern and New 
England States with following among 
the better retail jewelers, to carry gold 
filled and sterling silver jewelry and 
watch attachments; commission basis; 
full particulars and references in re- 
plying. Address “R., 2249,” care Jewel- 
ers’ Circular-Keystone. 


SALESMAN wanted for Middlewest to 
carry interesting side line of ladies’ 
gold diamond rings; commission 
basis; give experience and refer- 
ences. Address “F., 2227,” Jewel- 
ers’ Circular-Keystone. 








SALESMAN, to carry platinum and gold 
watch cases, rings and watch bracelets, 
to cover New England States and New 
York City, as a side line in conjunc- 
tion with another line. not competitive; 
reference required. Address “P., 2266,” 
care Jewelers’ Circular-Keystone. 








Belp Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


WANTED, a watchmaker who is an ex- 
pert oa high grade watches. Address 
“C., 2257," care Jewelers’ Circular- 
Keystone. 


WANTED, watchmaker for New York 
State; give all details in first letter. 
Address “J., 2170,” care Jewelers’ Cir- 
cular-Keystone. 








WANTED, watchmaker and engraver for 
benchwork only; give full particulars 
and salary expected in first letter. Box 
128, Petersburg, Va. 





EXPERIENCED salesman, capable of 
window trimming; in an up to date 
credit jewelry store. Sam Gerson, 44 
E. State St., Sharon, Pa. 





WANTED, jeweler and engraver; capa- 
ble of setting diamonds; position }.er- 
manent. Address “F., 2164,” care 
Jewelers’ Circular-Keystone. 





WANTED MANAGER for credit jewelry 
store, New York State; give all details 
in first letter. Address “K., 2171,” care 
Jewelers’ Circular-Keystone. 





WANTED, watchmaker and engraver, 
steady job; state salary expected and 
give reference in first letter. C. F. 
Lauterbach’s Sons, Petersburg, Va. 





SALESMAN with good following, to carry 
line of wedding rings, Metropolitan 
District. Krasnow Manufacturing Co., 
126 W. 46th St., New York City. 





WANTED experienced watchmaker ; 
permanent position; one of New 
Haven’s best jewelry stores. Savitt 
Co., 107 Church St., New Haven, Conn. 





WATCHMAKER, first class; permanent 
position, good working conditions. Ap- 
ply, Watch Repair Department, Sibley, 
Lindsay & Curr Co., Rochester, N. Y. 





EXPERIENCED watchmaker; 40 hours 
per week, $40, time and half for over- 
time; steady position. United Mfg. 
Jewelers, Quincy Bldg., Denver, Colo. 





ENGRAVER or jeweler; understands 
monogram saw piercing silver jewelry ; 
state age, salary, references. Address 
Art Metal Studios, 17 N. State St., Chi- 


cago, Ill. 





FIRST CLASS watchmaker; must be 
neat and dependable; give full par- 
ticulars in first letter as to experience, 
salary, etc. Andersen’s Jewelers, 


Macon, Ga. 





SALESWOMAN for Fifth Ave. New 
York store; permanent position; must 
have experience and references. Ad- 
dress “J., 2202,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN for Fifth Ave., New York 
jewelry store; permanent position ; 
must have experience and references. 
Address “H., 2201,” care Jewelers’ Cir- 


cular-Keystone. 





WANTED, window dresser and salesman ; 
must be experienced; capable of print- 
ing sign tickets; state experience, «ge. 
Address “R., 2281,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience. Ad- 
dress “E., 2040,” care Jewelers’ Cir- 


cular-Keystcne. 





SETTER, experienced on stone set cast 
rings and capable of doing good work ; 
factory located West of Buffalo; good 
salary. Address “R., 2119,” care Jewel- 
ers’ Circular-Keystone. 





WANTED, first class combination watch- 
maker and engraver; must be good; 
permanent position; salary $60 per 
week. Address “C., 2045,” care Jewel- 
ers’ Circular-Keystone. 





A-1 WATCHMAKER wanted; permanent 
position for good man; $50 a week. 
Russells Jewelry, Altus, Okla. 





WANTED, experienced watch repairman, 
who can also wait on customers. Star 
Jewelry Co., Cedar Rapids, Ia. 





GOOD OPENING for watchmaker, as 
first man, able to size rings and hand 
engrave; in up-to-date, air conditioned 
jewelry store; good salary. Morris 
Jewelers, Gastonia, N. C. 





(Continued on page 164) 
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HELP WANTED—Continued 








WATCHMAKER, permanent position, 
good opportunity and excellent salary ; 
state qualifications, age and experience ; 
wire or write Rose Jewelry Co., 2011 
Park Ave., Detroit, Mich. 


JEWELER WANTED on emblems a:d 
mountings; $1.10 per hour; _ state 
married or single, experience and where 
in the past employed. Address “C., 
2222,” care Jewelers’ Circular-Keystone. 








WANTED, watchmaker and engraver ; 
must be capable of doing first class 
work; permanent position; salary $50 
weekly. Contact, R. O. Utterback, 
Jeweler, 625 Main St., Evansville, Ind. 





WANTED, watchmaker for benchwork ; 
steady position, salary from $50 to $60 
per week; give full details including 
date you can start to work. A. Lee 
Brown Co., 323 S. Saginaw St., Flint, 
Mich. 


WATCHMAKER, capable doing light 
jewelry repairing; permanent position ; 
state age, experience, references, mar- 
ried or single, salary expected in first 
letter. Address, Salmenson’s Jewelers, 
Great Falls, Mont. 


YOUNG MAN, 30 or over; for special 
order work; good opportunity to work 
himself up as assisting foreman; give 
full information in first letter. Address 
“D., 2223,” care Jewelers’ Circular- 
Keystone. 











HAVE OPENING on permanent basis 
for one junior watchmaker and one 
senior watchmaker; excellent opportu- 
nity for right man; give complete de- 
tails first letter. Friedman’s Jewelers, 
Savannah, Ga. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321," care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, permanent position 
with good working conditions; Jarge 
New York City organization; state 
age, salary, all details in first letter. 
Address “N., 2244,” care Jewelers’ Cir- 
cular-Keystone. 


WANTED, watchmaker, capable of tak- 
ing charge of repair department; per- 
manent position; state age, salary, 
ability and experience in first letter. 
Jensen & Jack Co., 219 Sixth Ave. N., 
Nashville, Tenn. 














HAVE OPENING for jeweler and en- 
graver on permanent basis; ability to 
set stones desirable, but not necessary ; 
excellent opportunity ; give complete de- 
tails in first letter. Friedman’s Jewel- 
ers, Savannah, Ga. 





JEWELRY repairman and plain en- 
graver, stone setting not required, with 
trade shop experience preferred, but 


not necessary; will pay $50 a week . 


and overtime. John A. Marshall, 508 
Close Bldg., Toledo, Ohio. 





CREDIT STORE buyer, familiar with all 
departments of installment jewelry op- 
eration; state age, full particulars, 
enclosing photograph in _ your first 
letter. Address, Rose Jewelry Co., 2011 
Park Avé., Detroit, Mich. 





ENGRAVER, : lettering on jewelry, for 
Middle South; must be fast; good sal- 
ary, Xmas -bonus, Summer vacation, 
permanent position; submit samples. 
Address “Circular 1327,” Room 1415. 
Heyworth Bldg.,. Chicago. 





"WATCHMAKER and engraver; experi- 
enced, first class man, by old estab- 
lished jewelry firm in Maryland; give 
references, qualifications, age and sal- 
ary expected. Address “A., 2185,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, permanent position, 
congenial surroundings; air condition 
store; $60 a week salary, plus bonus 
arrangement; we need experienced 
man for better type of work. Gabriel's, 
213 Dauphin St., Mobile, Ala. 





JEWELER WANTED on mountings and 
fancy weddjng rings, $1.15 per hour to 
start; give information in_ detail, 
married or single and where in the 
past employed. Address “B., 2221,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, wanted; $45 per week 
to start, to right man; must be capa- 
ble of taking over front store bench, 
sales of diamonds and watches, etc., 
in short time; no drinking man need 
apply. Maloney’s, Georgetown, S. C. 





WATCHMAKER, permanent position ; ex- 
cellent working conditions, air condi- 
tioned store; prefer one who can also 
do light jewelry repair and plain en- 
graving; state qualifications, salary de- 
sired and how soon available. Kushner 
Bros., Alexandria, La. 





CREDIT MANAGER wanted who under- 
stands all phases of extensions and col- 
lections, with sales ability; permanent 
position with opportunity for advance- 
ment; in medium size, Middle West 
city. Address “Y., 2220,” care Jewel- 
ers’ Circular-Keystone. 





DIAMOND SETTER, fine one, who can do 
fair jewelry work, or engraving; or a 
good engraver who can do fair jewelry 
work or fair setting; Southerner pre- 
ferred; $52.00 for 48 hours; steady work; 
trade shop. Address “D., 1907,”’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER for’ South Carolina 
Store; permanent position; give salary 
expectations and furnish references; 
must be first class watchmaker, ex- 
perienced and in good health. Address 
“H., 2167," care Jewelers’ Circular- 
Keystone. 





WATCHMAKER; permanent position; 
good working conditions; excellent 
opportunity; $45 to $50 per week; 
state age and experience. Address 
“K., 819,” care Jewelers’ Circular- 
Keystone. 





WANTED, man experienced,.in silver re- 
pairing, plating and spinning; new 
shop; firm established 50 years; ex- 
cellent working conditions in Texas 
City; permanent; write full qualifica- 
tions, state what salary expected. Ad- 
dress “N., 2210,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED AT ONCE, first class watch- 
maker who understands repairing small 
watches and close timing of railroad 
watches; one who is out of draft; give 
references and salary expected. Ad- 
dress “G., 2229,” care Jewelers’ Circu- 
lar-Keystone. 





JEWELER, experienced on stone set cast 
rings, to take charge of factory west 
of Buffalo; very good salary to com- 
petent man; give full information re- 
garding background and_ experience. 
Address “A., 2063,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER wanted; A-1 mechanic; 
permanent position with Philadelphia’s 
leading watch repair shop; ideal work- 
ing conditions; $65 to $110 weekly; 
excellent opportunity for skilled watch- 
maker. Wolf Co., 801 Sansom St., 
Philadelphia, Pa. 





WATCHMAKER wanted; must be re- 
liable and capable repairing and tim- 
ing. railroad watches; permanent posi- 
tion, $60 per week; give all details, ex- 
perience and _ references first letter. 
Robt. L. Tschumy, Jeweler, 2103 Post 
Office St., Galveston, Texas. 


SALESMEN WANTED; we have open- 
ings for live wire men; must have goog 
following to represent a well known 
Swiss watch and jewelry line; ‘severa] 
territories open ; commission with draw- 
ing account; experienced men need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER wanted; steady posi- 
tion for a first class experienced watch- 
maker, with pleasing personality, who 
can wait on retail trade; $45; 35 
minutes by Long Island Railroad from 
New York or Brooklyn; personal in- 
terview or phone Lynbrook 4318, 
Green’s Jewelry Store, Lynbrook, L, I, 


WANTED, fast and experienced en- 
graver; good working conditions, 
good salary; permanent; apply with 
references and full details. C. A, 
Schnack Jewelry Co., Alexandria, 
La. 


WATCHMAKER, capable doing light 
jewelry repairing; draft exempt; 
old established jewelers near Pitts- 
burgh; good salary, permanent po- 
sition; give references. L. Schmidt, 


Braddock, Pa. 
WANTED AT ONCE jewelry repairer 


and engraver, man with pleasing 
personality, who can wait on trade; 
reference and sample engraving in 
first letter. C. F. Reuschlein, Hunt- 
ington, W. Va. 


EXPERT ENGRAVER, at once; fine 
working conditions; guaranteed 
good pay; manufacturing jewelers; 
full details first letter; large South- 
ern City. Address “B., 2186,” care 
Jewelers’ Circular-Keystone. 

















WATCHMAKER wanted immediately; 
dependable and capable; excellent 
working conditions; benchwork 
only; salary $50 week and commis- 
sion; draft exempt. John R. Wil- 
liams,. Jeweler, Henderson, Ky. 


ALL AROUND jewelry repairman, cap- 
able of doing some new work, or 
engraving; good working  condi- 
tions; steady position in small shop. 
C. E. Mounce, Manufacturing Jewel- 
er, Ardis Bldg., Shreveport, La. 











WATCHMAKER, good mechanic, must 
have excellent references; one able to 
do ring sizing and minor jewelry re- 
pairs preferred; salary $59 to $60 per 
week to good man; steady position and 
excellent working conditions; write, 
stating references, experience, age, etc. 
American Jewelry Co., 920 Fifth Ave., 
San Diego, Calif. 


IMMEDIATE opening, first class 
watchmaker, also combination man, 
watchmaker, jewelry repairer and 
engraver; must be good mechanic; 
steady worker; sober; salary $50 
per week. Best Jewelry Co., Green- 
ville, N. C. 


SALESMAN for New York City and its 
environs desired by nationally 
known ring house; in_ replying, 
please state whether past experi- 
ence embodies this area and period 
of same. Address “H., 2272,” care 
Jewelers’ Circular-Keystone. 


WANTED AT ONCE certified watch- 
maker; permanent position; excel- 
lent working conditions, air condi- 
tioned store; starting salary, $55 
per week; send references, photo 
and full information first letter. 
Moon Jewelry Co., Thomasville, Ga. 
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HELP WANTED—Continued 








WANTED, experienced watchmaker, must 
be of neat appearance and pleasing 
personality ; excellent working condi- 
tions; steady good salary; must have 
good reference ; excellent opportunity 
for one who desires a good change. 
Write at once to the Rogers Jewelry 
Company, 331 Prospect Avenue, Cleve- 
land, Ohio. 





WANTED, lady to take complete charge 
of silver department in retail jewelry 
store in Southern city of 130,000; we 
have and push vigorously the Kirk 
sterling silver agency; advise immedi- 
ately references, qualifications and 
state salary that you expect. Address 
“B,, 2156,” care Jewelers’ Circular- 
Keystone. 








WANTED, a steady, sober and reliable 
watchmaker, experienced in repairing 
all types of watches, particularly rail- 
road watches; good personality and 
ability necessary to meet and deal with 
customers; good position with old es- 
tablished firm, for good man, desiring 
steady employment. A. W. Gholson, 
Jeweler, Henderson, N. C. 





WANTED, a good live jewelry salesman 
who is familiar with the credit busi- 
ness, for one of the finest stores in 
town of 40,000 population; must know 
how to trim windows and out of draft 
age; exceptionally good opportunity 
for a good wide-awake man; state 
previous experience, etc., when apply- 
ing. Address Box 65, Rome, N. Y. 





WANTED certified watchmaker and 
engraver; must be fine workman; 
permanent position, air conditioned 
store; starting salary $55 per week; 
send references, photo and full in- 
formation first letter. P. O. Box 
1169, Tallahassee, Fla. 


SALESMAN wanted with following in 
Pittsburgh and Middle West, to call on 
credit jewelers with line of bunched 
diamond rings and ladies’ mountings, 
Gents’ diamond rings and gents’ mount- 








ings, to supplement our established 
trade in this territory; commission 
with drawing account. Address “A., 
2277,” care Jewelers’ Circular-Key- 
stone. 

WANTED, experienced and _ efficient 


watchmaker, prefer one who can do en- 
graving and jewelry work, however, 
that is not essential; largest store in 
town of 75,000 population ; modern, air- 
conditioned, ample room; will pay 
salary according to man’s ability to 
produce; give all information neces- 
Sary to arriving at a fast agreement. 
Kinton’s, Inc., Durham, N. C. 


WANTED, first class watchmaker to 
take care of watch repair <epart- 
ment; permanent position; salary 
$50 to $60 per week, or commis- 
sion; send references and state age 
and experience in first letter. 
ro ab Jewelry Store, Pine Bluff, 

rk. 


SALESMEN; for one of the finest cos- 
tume jewelery lines in the U. S. ex- 
clusive sterling silver line, following 
essential; line sells to jewelers, spe- 
cialty shops, department stores; one 
man for New York City and vicinity; 
South, part of East and Mid-west open ; 
big earnings and bigger opportunity ; 
commission; state all details fully and 
references first letter. Address “H., 
2204,” Jewelers’ Circular-Keystone. 











WANTED, experienced salesman for 
leading jewelry store in Oklahoma 
City; must have had experience in 
diamonds and watches; must be A-1 
salesman; state qualifications, ex- 
perience, references and salary de- 
sired in first letter; position per- 
manent. Rosenfield Jewelry Co., 
Oklahoma City, Okla. 





SALESMAN with following among 
the finer retail jewelers wanted by 
well known manufacturer of plati- 
num and gold merchandise to travel 
Ohio, Michigan, Illinois and sur- 
rounding states; no objection to 
non-conflicting lines; give age, his- 
tory, address and experience. Ad- 
dress “‘E., 2226,” Jewelers’ Circular- 
Keystone. 





WANTED, manager for retail jewelry 
store in Southern city of approxi- 
mately 50,000; young man, gentle- 
man, prefer Southerner; capable 
executive who can take complete 
charge of store; give references, 
qualifications and state salary that 
you would be willing to start with. 
Address “‘A., 2155,” care Jewelers’ 


Circular-Keystone. 





AIRCRAFT instrument technicians 
needed urgently; watchmakers’ experi- 
ence in precision work especially valua- 
ble _when combined with necessary 
special instrument training; production 
of huge number of fighting planes 
opening up hundreds of good-paying 
permanent Civil Service instrument 
positions at Army and Navy aircraft 
maintenance depots; Civil Service Com- 
mission allows our six months training 
as your complete substitution for the 
two years’ actual instrument experience 
usually required; aircraft plants, air- 
lines and instrument manufacturers, 
also, are reserving our graduates for 
months ahead; get complete informa- 
tion on this interesting lifetime pro- 
fession. Write, American School of 
Aircraft Instruments, Dept. J-8, 2903 
San Fernando Road, Glendale, Calif. 





SALESMEN WANTED; our company is 
an outstanding company in our field; 
we are national advertisers and have a 
national selling organization; we are 
doing defense work but we are also 
maintaining our selling organization ; 
we have lost some .of our good men for 
military work and we are interested in 
receiving applications from capable 
men with families who are honest, re- 
liable and who have a good record; 
sales record can be either in a store 
or on the road as we train our inen 
thoroughly; we are interested _ in 
younger men who want to improve 
their positions or in capable salesmen 
who have an.excellent record but who 
have been curtailed because of war con- 
ditions; send us complete information 
concerning yourself if you expect a re- 
ply. Address “J., 2205,” care Jewelers’ 
Circular-Keystone. 








For Pale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








FOR SALE, complete optical department ; 
chair unit, eye training equipment, lens 
edger, fitting table, stock of frames, 
blank lenses, temples, ete. J. Burri, 
Jeweler, Cheyenne, Wyo. 





VERY PROFITABLE jewelry and dia- 
mond setting business for sale, because 
of draft; well established, complete 
equipment; not large investment. Ad- 
dress “H., 2232,” care Jewelers’ Circu- 
lar-Keystone. 





WELL ESTABLISHED jewelry store in 
West Tennessee town; nice clean stock ; 
good repair business; low overhead ; 
lease on building; making money. Ad- 
dress “G., 2166,” care Jewelers’ Cir- 
cular-Keystone. 





FOR SALE, jewelry store in the North- 
west; long established and good going 
business of best repute; $3,500 will 
handle; rent only $35 a month; repair- 
ing runs $300 a month; you must act 
quickly. Address “J., 2238,” care Jewel- 
ers’ Circular-Keystone. 














ONE OF THE BEST, biggest little pusi- 
nesses in West Texas for 16 years; 
good clean stock approximately $20,- 
000, two-thirds cash, one-third credit 
business; population 35,000; large air 
training field in full swing; new bomb- 
ing school under construction; a real 
opportunity for some one; good reason 
for selling. Address “L., 2239,” care 
Jewelers’ Circular-Keystone. 








For Hale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.5U 
Additional words, 5 cents a word 








3Q00 PLASTIC ring boxes; 100 gross 
Hold-on clutches; 300 trays with covers 
to hold, one, two, three dozen rings. 
S. Pollack, 95 Bowery, New York City. 





MOSLER SAFE, 72” high, 54” wide and 


40” deep; steel door covering entire 
inside, like chest; reasonable. Address 
“V., 2253,” care Jewelers’ Circular- 
Keystone. 





SAWS (Hercules) black and yellow No. 
6/0-No. 3; low price, wholesale or re- 
tail; also fish and rabbit Swiss files. 
George Gazton, 59 W. 30th St., New 
York City. 





LATHE with 62 chucks, 15 brasses, foot 
wheel, motor, slide rest, face plate and 
several other attachments, some mate- 
rial, full set of watchmaker’s tools; 
list of tools for 25 cents. A. W. Eng- 
lish, Portage, Wis. 





NEW AND USED wheel cutters; slide 
rests; lathes and attachments; cash 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
Gallien, 220 W. 5th St., Los An- 
geles, Cal. 





MICONCAVE crystals, sizes six to 21, 
186 sizes, 25c. doz., $2.50 gross; 100 
unedged fancy shape, 89c.;° gold filled 
bracelet crowns, 76c. doz.; 250 hour, 
minute, second hands, §83c.;_ staffs, 
stems, jewels, mainsprings, etc.; send 
for 23rd anniversary bargain bulletin. 
Beck Bros., Lau Bldg., Ft. Wayne, ind. 


CUSTOM-MADE jewelers’ price cards 
with your name on every card and 
the prices you want; our cards have 

ome famous throughout the 
United States because of their mag- 
netic power to attract customers to 
your store; they are made of the 
finest stock; conservative and dig- 
nified in appearance, fit for the best 
jewelry stores; write for samples 
now. Dauer Printing Co., America’s 
Leading Price Card Manufacturers, 
Printers, designers, engravers, 31 E. 
22nd St., New York City. 











Business @pportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. : 





GORDON BROTHERS, cash buyers 
of complete jewelry stores and sur- 
plus stocks; for details see our ad- 
vertisement page 114. 





(Continued on page 166) 
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Special Notices 





(Continued from page 165) 


BUS. OPP.—Continued 














QUICK, live cash for your slow, dead 
stock; see my display advertising on 
page 138; established 35 years. Irving 
Sack’s Jewelry Center, 864 Broadway, 
New York City. 


HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 55 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 


DIAMONDS, colured stones, watches, 
jewelry, and silverware; highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
— 15 Maiden Lane, New York 

ty. 


WATCHMAKER, good mechanic, inter- 
ested in investing $5,000-$10,000 in con- 
cern doing war work; must stand in- 
vestigation; New York City or vicinity. 
Address “P., 2279,” care Jewelers’ Cir- 
cular-Keystone. 











WANTED, good used watch timing in- 
strument if reasonable; advise at once. 
Address “D., 2158,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, New Century engraving ma- 
chine in good condition; give lowest 
cash price and particulars. Address 
“H., 2107,” care Jewelers’ Circular- 
Keystone. 





OLD FASHIONED jewelry purchased, at 
highest prices; send trial package for 
cash offer; references furnished upon 
request. Wood & Strand, 207 Main St., 
Northampton, Mass. 





WANT TO PURCHASE crystal cabinets 
with crystals, both unbreakable and 
glass; specify condition of cabinets and 
crystals. Grand Credit Jewelers, 627 
Fourth St., Sioux City, Ia. 





WANTED staking sets with 50 or more 
punches and watchmakers’ lathes; full 
description, make and _ lowest price. 
Standard Watchmakers Institute, 1841 
Broadway, New York City. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 


COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 


SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
gai Telephone Bowling Green 
9-7 7 


M. HARRIS, auctioneer, 1337 Fteley 
Ave., New York; I conduct all sales 
personally in a most gentlemanly man- 
ner; your customers are treated with 
courtesy; no goods misrepresented ; 
every article sold on its merits; I give 
your store publicity, new customers 
and your future business is assured ; 
32 years’ experience; references on re- 
quest. 


JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 


HIGHEST PRICES paid for diamonds 
and diamond jewelry of any amount; 
cash remittance mailed the same day 
shipment received; goods returned 
prepaid and insured if you do not 
accept our offer; we also buy 
chipped, Old Mine and imperfect 
diamonds; turn into cash your ob- 
solete and excess diamonds and dia- 
mond jewelry; best bank and trade 
references; est. 1919. Harry Elkins, 
5 S. Wabash Ave., Chicago, IIl. 

















Wanted to Purchase. 


Minimum charge (25 words) $1.50 
‘Additional words, 5 cents a word 





WANT TO BUY jewelry store for cash, 
in small town up to 20,000 population. 
Address “F., 2182,” care Jewelers’ Cir- 

cular-Keystone. 


WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, IIl. 





COLLAR BUTTONS wanted, cuff iinks, 
emblems, findings, broken jewelry, 
broken chrome bands, watch cases, 
dead stock of jewelry, stickpins, stones, 
odds and ends, etc. ; check sent prompt- 
ly. B. Lowe, Box 311, St. Louis, Mo. 


Co Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SPACE FOR RENT in jewelry office for 
diamond dealer, watchmaker; North 
light. 45 W. 45th St., Room 906, 
BR 9-7552, New York City. 


Patch Mork, etc., for the 
Crade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


RELIABLE WATCH repairing for the 
trade since 1921; efficient, dependable; 
mail service. Standard Watch Service, 
146 Fifth Ave., New York City. 





HIGH GRADE watch repairing for the 
trade at moderate prices; out of town 
accounts solicited; established « since 
1913. B. Marinoff, 170 Broadway, New 
York, N. Y. 





CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 





WATCHMAKER, 35 years’ experience, 
desires high class, put in order watch 
repair work, to be done at home; vi- 
cinity of Boston, Mass. For further in- 
formation Address “A., 2188,” care 
Jewelers’ Circular-Keystone. 








HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York City. 


A-1 WATCHMAKER wishes to take out 
homework from importer, or retail 
store, in New York City; reasonable 
prices; a trial will convince you; for 
further information Address “A., 2092,” 
care Jewelers’ Circular-Keystone. 


GUARANTEED watch repairing for the 
trade; skilled workmanship; testing on 
our Time Micrometer insures quicker 
delivery ; write for prices, or send trial 
package. The Wolf Company, N. W. 
al 8th & Sansom Sts., Philadelphia, 

a; 


SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches; 
also high grade watch repairing; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York. r 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 


Information Wanted 


Minimum Charge (25 words $1.50) 
Additional words, 5 cents a word 





WE ARE SEEKING the whereabouts of 
Sam Silverman of Buffalo, N.Y. 
Signed, Harry Cornell & Co., 5 St. 
Paul St., Rochester, N. Y. 


Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 1841 
Broadway, New York City. 





WATCHMAKERS; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and ‘Practical Balance and 
Hairspring Work’ by Walter Kleinlein. 
Your jobber or trade journal. 








When published in 


THE 
JEWELERS’ 
CIRCULAR- 
KEYSTONE 
it automatically becomes an offi- 


cial record of the Jewelry and 


Allied Industry. 
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Helping 
You Sell 


is Our 
Business 


Keeping your store well 
stocked with merchandise is 
more important—and more 
difficult — today, than ever 
before. 

Priorities are eliminating 
some items entirely and re- 
stricting others, but there 
are many lines of substitute 
merchandise to satisfy your 
customers’ demands and 
help you maintain store 
volume. 

If or when you want infor- 
mation about any product 
or line of merchandise not 
currently advertised in 


The 
Jewelers’ Circular-Keystone 


you are invited, without ob- 
ligation, to request full de- 
tails from our complete and 
up-to-date files. Use the con- 
venient coupon for prompt 
service. 


ANOTHER 
SALES HELP 
FROM JC-K 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 EAST 42 STREET, NEW YORK, N. Y. 


Please send full information about the fol- 
lowing merchandise: 


a SEERA CPR Pa CORTES Fee 











FOR Aucust, 1942 


Palladium Plating Solution 


Precimet Laboratories, 64 Fulton St., 
New York, have announced the develop- 
ment of a new palladium plating bath 
called, “Pallite”. 

Palladium is a sparkling white metal 
approaching rhodium in color. It is of 
the platinum group and is, therefore, 
relatively immune to tarnish. The solu- 
tion for plating palladium, according to 
the company, is a simple, flexible bath 
and is easy to operate, and plating can 
be done uniformly over a period of con- 
tinuous or intermittent use. Palladium 
is relatively less expensive than platinum 
or gold. The deposits obtained are 
stated to be hard and bright, and can 
be plated directly upon most all basis 
metals. 

Palladium is not on the priority list 
and no royalties or licensing are re- 
quired for use of the bath. A concen- 
trated palladium solution is supplied 
which is diluted and is then ready for 
plating. _ 

The company is prepared to send full 
details of the bath to those interested. 





Gemex Holds Open House 


An “Open House” marking the formal 
opening of the new Gemex plant at 1200 
Commerce Ave., Union, N. J., was held 
July 24, precisely one year after ground 
was broken for the project. E. Pres- 
tinari and W. Lichtenfels, officers of the 
company, played host to members of the 
trade who attended a cocktail party 
marking the event, and afterwards a 
tour of inspection was made through 
the plant. 

The new plant, of brick, concrete and 
reinforced steel construction, is designed 
to utilize daylight to the greatest pos- 
sible advantage. All equipment has now 
been installed and the plant is now in 
full production. 





"Jewel Quality" Pearls Offered 
By Weinreich Bros. Co. 


Weinreich Bros. Co., makers of Mar- 
vella pearls, are offering a new line of 
pearls to the jewelry trade, in the fol- 
lowing “jewel qualities”: Zircon, topaz, 
amethyst, and diamond. 

These pearls have sterling and 10 
karat white gold clasps. Each neck- 
lace bears the Marvella booklet tag, 
which tells the consumer in an inter- 
esting fashion how to care for their 
pearls. 

A special “jewel quality” unit is being 
offered to jewelers only, which includes 
an attractive display stand, 13 necklaces 
in various qualities and 2 pairs of ear- 
rings. This combination, which has the 
combined retail value of $77.50, will be 
sold to jewelers by wholesale distrib- 
utors for $36.00. 
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ELGIN WAR PRODUCTION DRIVE HITS 132% of QUOTA 


ae 
ey ‘ 


Howard D. Schaeffer, vice-president in charge of sales (at microphone) addresses huge 
gathering of employees and townspeople at war production rally at the Elgin National 
Watch Co. plant. Other speakers were, left, P. E. Stringer, vice-president in charge of 
manufacturing, Brig. Gen. John M. Willis, commanding officer of Camp Grant, Ill., and 


Col. J. |. Martin also of Camp Grant. 

Elgin National Watch Co.’s thousands 
of workers last month celebrated an- 
other quota-smashing performance, hav- 
ing achieved for the month of June 132 
per cent of its scheduled output of war 
equipment, according to P. E. Stringer, 
vice-president in charge of production. 

Committees representing both em- 
ployees and management have been es- 
tablished in all three Elgin plants to 
correlate the war production drive. Duty 
of these groups is to enlist employee co- 
operation in obtaining maximum efficien- 
cy in every department, on every job, and 
at every bench. 

Employees are kept posted constantly 
on the progress of their efforts toward 
beating the quota by large graphic 
charts posted. throughout the plant and 
“war production” bulletins issued at fre- 
quent intervals. Huge posters at strate- 
gic points emblazon the patriotic call to 
“produce for victory.” 


Production efforts of Elgin workers 
were honored recently at a rally con- 
ducted by officers and enlisted personnel 
of Camp Grant, headed by Brig. Gen. 
John M. Willis and Col. J. I. Martin. 

Donald M. Nelson, chairman of the 
War Production Board, has also praised 
Elgin’s war production record in a letter 
to F. J. Schumacher and Frank R. Brod- 
sky, co-chairmen of the joint employee- 
management war production committee. 
Mr. Nelson said: 

“Mr. William Sullivan has just for- 
warded to me your excellent scrapbook 
on the war production drive in the Elgin 
and Aurora plants. This is one of the 
best as well as one of the most interest- 
ing of the reports which have been re- 
ceived by the War Production Drive 
headquarters. The enthusiasm which is 
amply demonstrated by the accomplish- 
ments of the committees is most heart- 
ening.” 





Bulova Distributes Timely 
Cut-And-Copy Service 


A new, timely cut-and-copy service is 
now being distributed to the authorized 
distributors of the Bulova Watch Co. 
from coast to coast. 

The novel ads in the service were espe- 
cially designed to stand out in the mod- 
ern trend of military and civilian de- 
fense themes, and are available in a 
variety of sizes and desgns to fit the 
margin of requirements of jewelry of 
every type and size. Also included in 
the service are a variety of general ads 
far-nse the year ’round. 

Two attractively colored postcards for 
jewelers to mail to customers and pros- 
pects featuring radio special and service 
watches for men and women are also be- 
ing offered to Bulova dealers at the cost 
of the postage only, which has been pre- 
pared by Bulova. 


168 





Fuller Closes Chicago Office 

The closing of its Chicago distributing 
office and services as of July 15 has been 
announced by George H. Fuller & Son 
Co., Pawtucket, R. I., manufacturers of 
jewelry findings. 

Explaining that many of the items in 
the firm’s line can no longer be manu- 
factured because of metal restrictions, 
the announcement states that its produc- 
tion of findings in sterling will be con- 
tinued as long as that metal is available, 
but that because of the reduced output 
resulting from this situation and the 
devotion of much of its manufacturing 
facilities to war work it has been 
deemed advisable to handle all distribu- 
tion direct from the factory “for the 
duration.” 

Asking forebearance for this neces- 
sary war-time measure, the company 
assures its customers that normal opera- 
tions will be resumed at the close of 
hostilities. 





J-B Offers Cash Prizes for 
Jewelers in War-Time Sales Clinic 


Formation of the J-B Jewelers’ Sales 
Clinic, with $5 War Stamp awards for 
jewelers, has been announced as a war. 
time measure by Jacoby-Bender, Ine, 

Essence of the plan is that retail 
jewelers will be invited to submit “sales 
ideas” for publication in the J-B Jewel- 
ers’ Sales Clinic bulletin. What is de- 
sired is sales ideas—that is, approaches 
and techniques which are proving help- 
ful in overcoming merchandise shortages’ 
in selling jewelery under today’s condi- 
tions. The offer is extended to all jewel- 
ers in all parts of the United States. 

For each idea selected, payment of $ 
in War Stamps will be made. A sub- | 
scription to the bulletin of the J-B 
Jewelers’ Sales Clinic will, likewise, be 
offered free to all jewelers, regardless 
of business patronage. 

In announcing the clinic, Max Jacoby 
said, “We expect that the entire indus- 
try, manufacturers as well as wholesal- 
ers, will benefit from this step. But more 
important, the clinic will help retail 
jewelers put to effective use the mer- 
chandising and selling ideas that are 
doing a’ job today.” 

Judges for the clinic have been an- 
nounced as: P. M. Fahrendorf, presi- 
dent, Jewexers’ Crrcu.ar-Keysrone; C. 
A. Nichols, editor, Printers’ Ink; George 
Engelhard, publisher, National Jeweler, 
and A. W. Lewin, A. W. Lewin Co., Ine. 


Heads Wyler Watch Agency 


Alfred Wyler, formerly president of 
the Wyler Watch Corp., has withdrawn 
from that company which is now operat- 
ing under a new name. 

He is now associated with his brother, 
Paul Wyler, in the Wyler Watch 
Agency, sole American distributor for 


Alfred Wyler 


Wyler and Wyco watches. As general 
manager, Alfred Wyler will be in charge 
of the New York office and of all Ameri- 
can sales for Wyler Watch Agency. 

The Wyler Watch Agency is now ac- 
tively engaged in its business operations 
featuring a complete line of watches, in- 
cluding regular, novelty, military, water- 
proof and shockproof models, and ex- 
tends a cordial invitation to the trade to 
visit its new offices, which have been es- 
tablished at Radio City, 630 Fifth Aves 
New York. 
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Keepsake Diamond Ring Campaign 
Centers on War-time Theme 


A military theme dominates the new 
big-scale advertising program for Keep- 
sake diamond rings announced by tne 
A. H. Pond Co., inc., at its recent sales 
meetings in Syracuse, Chicago and Den- 


ver. 

“They can’t ration love,” Robert A. 
Pond, company president, told his sales- 
men at the three meetings in explaining 
the basic factors of the campaign in 
which 17 leading magazines will be used 
with a total of 42 advertisements, 14 of 
which are to be in color. “Wartime en- 
gagements and weddings are booming 
and there is a rich new market awaiting 
the alert jeweler.” 

Men in uniform predominate in the ad- 
vertising illustrations of the forthcoming 
campagn, and even a member of the new 
WAAC is used in one of them. ‘lhe 
patriotic angle is followed throughout 
with such headlines and catchphrases as 
“In Peace or War ... the Traditional 
Symbol of Love”... “For Love and 
Country, Too” . . . “With Firm Faith in 
the Future.” 

Carrying out the same theme is the 
new “Wartime Engagements and Wed- 
dings” supplement which has been added 
to Keepsake’s useful booklet for the 
prospective bride on “The Etiquette of 
the Engagement and Wedding.” 

Among the other dealer helps included 
in the program are several striking 
pieces for window and counter display. 
One of these centers about the picture 
in full color of an Army officer and a 
girl, a miniature reproduction of which 
in black and white is shown herewith. 
The display is mounted in a handsome 
frame embellished with a carved eagle 
and stars in gold, with a red, white and 
blue ornament at the top. Imprinted at 
the bottom of the picture is a copyright- 
ed verse around which much of the Keep- 
sake campaign is woven. Entitled “For 
Love ... and Country, Too!” the poem 
reads: 

“With firm faith in the future— 
Unshaken, staunch and true; 
They pledge their troth together 
For love and country, too. 
His hands will be stronger 
For her confiding touch; 
Her heart will be the lighter 
For love that means so much.” 

Other prices include an_ illuminated 

window display with sculptured heads, 





The war-time keynote of the forthcoming ad- 
vertising campaign of Keepsake diamond 
rings is struck by this picture which, in full 
color, is the focal point of one of many 
striking display pieces offered the retailer. 
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Harvel Chosen as Watch Award 
In “Miss America" Beauty Contest 


H. H. Harteveldt, president of Harvel 
Watch Co., announces that Harvel has 
been selected as the official watch to be 
awarded as prizes to finalists and win- 
ner in the 1942 Miss America Pageant 
to be held, as usual, in Atlantic City. 

An entirely new line comprising 14 
models and entitled “Miss Victory” has 
been created to mark the occasion, and 
will be sold by Harvel dealers through- 
out the country following the pageant. 
All of the models, four of which are 
shown here, are 17-jewel movements in 
14-karat gold cases, and retail from 
$37.50 to $50. 

The “Miss Victory” line will be ex- 
tensively advertised, including the full 
page in Life, Sept. 14 issue, and dealers 
will also be supplied with attractive 
window displays and mats for their local 
advertising. 


The formal notification that Harvel has been 
selected as the prize watch for the Miss 
America contest. 





pageant. 

















Four of the "Miss Victory" Series by Harvel—official watch for the 1942 Miss America 





a circular piece of handsome blue glass 
with a wood base for either window or 
counter use, and a permanent mirror 
show-case display. 

For the radio-minded jeweler, Keep- 
sake has prepared a series of 26 five- 
minute radio transcriptions starring Jack 
Curren, featured radio singer. Titled 
“Keepsake Time,” this series won first 
award for the best radio program at 
the National Advertising Agency Net- 
work convention in St. Louis in June. 
A group of one-minute dramatic 
sketches, in which the name of the local 
dealer is tied in with the transcribed 
recording, is also available. 

Other sales helps include a series of 
newspaper mats; a display plaque with 
transparent plastic finish; a counter pad 
merchandiser; movie trailer; certificate 
of registration and guarantee; bus and 
car cards; a traveling window display 
which features famous diamonds of his- 
tory; a neon sign with the store’s name; 
and attractive boxes. 

Robert A. Pond, president of the com- 
pany, directed all three meetings and 
John B. Flack of the Flack Advertising 
Agency, which handles the Pond adver- 
tising, presented the details of the ad- 
vertising program. 





New Talks on Diamonds and the War 
Prepared for Jewelers by De Beers 


The importance of industrial diamonds 
in war production, and the wartime 
function of diamond jewelry, are the 
timely subjects of two new talks pre- 
pared for the use of the retail jeweler 
by De Beers Consolidated Mines, Ltd. 





These talks, which run approximately 
10 minutes each, are suitable for radio 
broadcasts, and addresses to women’s 
clubs, fraternal organizations, and other 
community gatherings. Designed to in- 
terest the layman in diamonds, they pro- 
vide an opportunity for the alert jeweler 
to stimulate new business in his commu- 
nity. 

One talk, entitled. “Diamonds and the 
Call to Arms,” discusses the relation of 
industrial diamonds to the war effort. 
It explains how essential the industrial 
diamond is to the modern mass produc- 
tion of bombers, tanks, ships, and guns, 
and points out how the continued pur- 
chase of gem diamonds helps to keep 
down the cost of industrial diamonds for 
these vital tasks. 

The remainder of this talk is devoted 
to an interesting discussion of engage- 
ment rings, eternity circles, lover’s-knots, 
jeweled service insignia, and other ro- 
mantic pieces suitable for wartime gifts. 

The second talk, “You Can’t Ration 
Romance,” deals with the morale value 
of appropriate jewelry in time of war. 
Many new types of sentimental jewelry 
that are being shown today are described 
and their romantic significance described. 
New styles in diamond cutting and 
mounting are discussed, and the dia- 
mond’s interesting history as the gem 
of love is outlined. 

Mimeographed copies of either, or 
both, talks are available free to any re- 
tail jeweler, or anyone in the diamond 
industry, on request to N. W. Ayer & 
Son, Inc., 30 Rockefeller Plaza, New 
York City, advertising agency for 
De Beers. 
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Gruen Gets First 10 Per Center Flag 
For War Bond Payroll Pledges 


First company in any line of business 
in the entire country to be awarded the 
next “Ten Percenter Flag” authorized 
by the Treasury Department is_ the 
jewelry industry’s Gruen Watch Co. 

This new flag which indicates that 10 
per cent of the gross payroll of the com- 
pany is alloted to the purchase of War 
Bonds, with 100 per cent of the person- 
nel participating was raised at the Gruen 
factory on July 6 in ceremonies in which 
Ohio Governor John W. Bricker was the 
featured speaker, the Treasury Depart- 
ment having granted the Gruen Watch 
Co. authority to have its own flag made 


Guy D. Randolph (right), chairman of the 
Hamilton County Payroll Allotment Com- 
mittee, presents the first “Ten Percenter 
Flag" to Benjamin S. Katz (left), president 
of the Gruen Watch Co. In the center 
stands Gov. John W. Bricker of Ohio. 


two weeks before mass production of 
this new emblem got underway. 

Ten per cent of the Gruen payroll 
was allotted for purchase of bonds by 
voluntary action of all employees with- 
out any local, state, or national commit- 
tee or any governmental agency making 
any solicitation at the Gruen plant. The 
original suggestion was made by an em- 
ployee, and the campaign was carried 
on by and among employees. 

Secretary Morgenthau expressed his 
commendation in the following telegram: 
“Howard Nations, Gruen Watch Co. 

“Congratulations to employees of 

The Gruen Watch Co. for excellent 

record of over 10 per cent of gross 

payroll for War Savings Bonds. 

Best wishes for every success in 

maintaining this outstanding record. 

“Henry Morgenthau, ZJr., 
“Secretary of Treasury.” 

“IT would not miss the chance to come 
here to bring you a word of greeting. 
of congratulations, and of deep appre- 
ciation on the part of the people of 
Ohio,” Gov. Bricker said in his talk, 
“this company having been first, having 
set the pace, having become the leader 
in the program of payroll allotment pur- 
chases of stamps and bonds. 

“I think it has been attributed to 
Henry Ford that ‘if you cut your wood 
yourself, it warms you twice.’ There is 
something of the same thing in this pur- 
chase of stamps and bonds. Not only 
are you buying battleships and planes 
and cannons and ammunition, but you 
are saving money against the day of need, 
and it may be that money that will pre- 
vent an economic collapse when the war 
is finally over. Each one will be able 
to improve his home, buy an automobile 
or maybe one of the planes everyone 
will want when this war is over. 
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“Then I’m glad also because this com- 
pany is engaged in the manufacturing of 
those things which are so much needed 
in the war program. I was amazed at 
the intricacy of the instruments being 
used in battleships, planes, submarines, 
tanks, and in the great guns.” 

As he accepted the 10 per center flag, 
Benjamin S. Katz, Gruen president, 
said: “I know that I speak for every 
man and woman at Time Hill when I 
say we are going to bend every effort 
humanly possible in the production of 
vital instruments of war and the pur- 
chase of War Bonds to help our armed 
forces to bring this horrible war to a 
successful conclusion at the earliest pos- 
sible date.” 

The ten percenter fiag was raised by 
four members of the United States Ma- 
rine Corps. Captain Guy Beatty of the 
Marines said: “We all have a job to do. 
You furnish the instruments and _ the 
money, and the Marines will do the 
fighting * 


Pretty Girls Sell Buxton Billfolds 


These lovely models whose pictures 
adorn the Buxton advertising in national 
magazines are also being used in Buxton 
free display material to aid the dealer 
in tying up his windows and counters 
with Buxton national advertising. The 
display material consists of cardboard 
cut-outs attractively printed in four col- 
ors, which are inserted in the bill com- 


.partment of the billfolds, where they 


make an attractive parade of models 
with the various colored Lady Buxtons 
in the dealer’s window or show case. 

Buxton dealers may have an adequate 
supply by asking their Buxton sales rep- 
resentative or writing directly to Bux- 
ton, Inc., Springfield, Mass. 


Eterna Watch Times Baby's Birth 
In Lifeboat after Torpedoing 


One of the epic stories of the sub- 
marine warfare of the Atlantic Ocean is 
that of the baby whose mother gave him 
birth in a wave-tossed lifeboat’ after the 
ship on which she was a passenger had 
been sunk by a Nazi under-sea raider. 

Among the other occupants of the life- 
boat was John P. Clancy, a woolen buy- 
er for a Boston house, who held a piece 
of sail as a shield from wind and spray 
while the baby was being born, and 
whose Eterna watch recorded the times 
of the events of the fateful voyage. 

The lifeboat was sighted after two 
days by an American destroyer, and the 
passengers brought safely to the United 
States. The accompanying photograph 
shows Mr. Clancy as he looked upon ar- 
riving home. 

In reply to questions about his experi- 
ences he said, “I’m not allowed to tell 
you the name of the ship. But let me 
tell you I was darn glad to have that 





His Eterna watch kept running 


Kterna watch on my wrist. It sure did 
the job and did it well against the ele- 
ments.” 


Imperial Pearl's Gown for USO 


Mrs. Irving Berlin, member of the National 
Women's Committee of the USO, and Pres- 
cott S. Bush, national campaign chairman 
of the organization, are shown admiring the 
famous pearl gown which was presented to 
the USO by the Imperial Pearl Syndicate, 
and formally accepted in behalf of USO by 
Mrs. Berlin. The dress, made of over 80,000 
cultured pearls and weighing over 50 
pounds, will be dismantled and made into 
8 packages of 1000 pearls each. These 
packages will be sent to leading cities 
around the country and the pearls will be 
sold in retail stores in these cities at $I 
each. The entire proceeds of these sales 
will go to the USO. 


Prince Gardner Appoints 
New Production Chief 


Prince Gardner, manufacturers of 
Prince and Princess Gardner leather bill- 
folds and key kits, announces the recent 
appointment of B. A. Leue as produc- 
tion chief, in complete charge of design- 
ing and manufacturing. 

For the past eight years, Mr. Leue 
was in charge of the men’s goods divi- 
sion of the Meeker Co., and prior to that 
was associated with the Amity Leather 
Products Co., of West Bend, Wis., for 
six and a half years. 

Mr. Teue is well known among the 
trade, having spent practically his whole 
life in the leather goods business. 
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FACTS ARE NEEDED 


Jewrevers or America are facing severe difficulties. 
For years they have based their operations on the fun- 
damental principle of service to the customer—supply- 
ing him what he wanted—when he wanted it—and, so 
far as possible, at the price he wanted to pay. 

Today, all that is altered. Today, the jeweler, as 
his inventory is sold, buys what he can, where he can, 
on whatever conditions he can, and with that stock does 
his best to serve his customers. 

To meet that situation intelligently in their dealings 
with their customers, jewelers need information. They 
know that mere excuses or avoidance of the facts will 
not suffice. They need facts to guide them in their own 
operations—they need facts that they can pass along 
to their customers. 

They want to know about scarcities and the reasons 
for them—they want to know about available substi- 
tues—they want to know the selling points of the new 
products they’re handling—they want to know about 
the services they can render under present day condi- 
tions. They must know more about those things than 
the customer—and know them first. 

Manufacturers can render a valuable service to the 
retailers, whose cooperation they are going to need 
when the war is over, by informing them about those 
facts through their trade paper advertising. Many of 
them are doing so. Many of them—see the advertising 
pages of this issue—are telling their dealers what they 
are doing—why usual deliveries cannot be made—what 
merchandise is available, and its selling features. 

We compliment them on their intelligent handling of 
a difficult situation, and we urge upon every dealer a 
careful study of these factual pages that he may be 
thoroughly informed in his efforts to meet the wartime 
situation. 


DON'T LET IT HAPPEN HERE 


A SEASON OR TWO ago we saw a currently popular 
play in which a fine old gentleman was literally hounded 
to his death by his neighbors during World War I just 
because, although he was a thorough American, he hap- 
pened to be of German descent. 

It seemed a little far fetched at the time, but there 
has recently come to our notice a case of a jeweler in 
Bridgeville, Pa., that might have become a tragic par- 
allel if the courageous editor of the town’s newspaper 
hadn’t investigated and then publicly spiked on his 
front page the whispering campaign against this loyal 


American, who came to this country years ago to escape 
German militarism. 

Perhaps it’s natural in the heat of war to suspect 
everyone who bears a name of an enemy race, but after 
all there are mighty few of us whose family tree is com- 
posed exclusively of Mayflower descendents, and the 
Schmidts and the Schwartzes may be just as good 
Americans as the Smiths or the Browns. 

“Before you invest, investigate,” says the slogan of 
the Better Business Bureau. “Before you start any- 
thing, investigate,” could well be applied to our deal- 
ings with our neighbors in these tense days. 

And meanwhile, a salute to Jeweler Strasser, loyal 
American, and to the Bridgeville News which had the 
courage to stand up against mob psychology and right 
an injustice to a good citizen. 


NO EXCUSE FOR THIS 


A VALUABLE PRIZE consisting of one slightly used 
rubber band will be awarded to anyone who can pro- 
duce any reasonable excuse for some of the advertise- 
ments of sterling flatware that have appeared recently 
in the New York papers. 

“This 26-piece set of sterling flatware for only 
$25.90,” says one. “Sterling for less than the price of 
good plated ware!’ proclaims another. “One-third off 
regular prices!” shouts a third; while a fourth one 
offers sterling flatware at 98 cents per piece. 

One of two things is the case. Either the stuff these 
people are offering is the cheapest kind of cheap junk, 
or the manufacturer or retailer, or both, are selling at 
cut prices that give away their legitimate margins. 

Whichever it is, the people responsible just aren’t 
very bright. With silver as scarce as it is today, if a 
manufacturer is using his stocks of metal to turn out 
junk that kills both the profits and prestige of sterling, 
or if the dealer is sacrificing irreplacable inventory in 
a cut price sale they’d better have their heads examined. 

Let’s not waste our precious supply of silver on cheap- 
John merchandise or cheap-John advertising. 


BUY WAR BONDS—KEEP 'EM FLYING! 


lnc Ve ob 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE ~ 
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Every day more jewelers make the amazing discovery that the Parker 
“51” represents a mighty force in creating new volume and profits! 
There is no other pen in the world like the Parker “51” and there’s no 
other pen in the world that has the magnetic power to pull in new 
customers the way the Parker “51” does it! This is your season for 


featuring the Parker “51”. . . now is the time to cash in! 
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